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When the concentrated buy- 
ing power of chain stores was 
first recognized as a serious 
threat to the individual shoe 
merchant, Wohl Shoe Com- 
pany stated a policy and 
offered a service that revo- 
lutionized merchandising of 
women's shoes. 

This policy has proved un- 
usually successful. It has made 
Wohl Shoe Company the most 
dominant force in the mer- 
chandising of fast-moving high- 
styled shoes, and thousands 
of shoe merchants have shared 
in this success, forithashelped | 
them build a highly profit- | 
able women’s shoe business. | 


Today Wohl Shoe Company backs this policy even more strongly 
with four great lines of nationally advertised shoes...names that are 

known to millions of women throughout America... recognized as 
I the outstanding lines of women's shoes in the action-price field. If 
you are interested in obtaining a more profitable operation in 
your shoe department, write today to 


COMPANY + SAINT 
WASHINGTON AVENUE 


This is the first 
of a series 


SHOE Louis 
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JOHN WANAMAKER, the great- 
est merchant of his generation, once 
said: 

“If there is one enterprise on 
earth that the quitter should let 
alone, it is advertising. Advertising 





does not jerk—it pulls. It begins 
gently at first but the pull is steady. 
It increases day-by-day—year by 
year, until it exerts an irresistible 
power.” 

MMAX LACKNER, veteran shoe 
buyer for the May Company of Den- 
ver, Colo., says: 

“Looking back over the year, it 
seems to me that from the difficul- 
ties that all of us encountered dur- 
_ ing the Spring season, both manu- 
" facturers and dealers should have 
_ learned a valuable lesson. 

' “If there’s any one lesson that 
the manufacturer should have 
learned, it’s that his obligation has 
only begun when he ships his shoes 
» the retailer. And if there’s any 


one lesson the retailer should have 
learned, it’s that gambling doesn’t 
pay. 

“I believe that nearly everyone 
will agree with me when I say that 
altogether too many ill-fitting, im- 
practically-styled shoes were placed 
on the market this Spring. I don’t 
mean that as an indictment for 
manufacturers as a class or for any 
one manufacturer. But, certainly 
we must all profit by past mistakes. 

“Those impractically styled and 
ill-fitting shoes adversely affected 
the salesmen’s ability to sell; they 
resulted in terrifically high repair 
bills; and certain styles were ruined 


before either manufacturers or 
dealers had a chance to unload. If 
we're going to avoid a repetition of 
those difficulties, manufacturers 
must produce sure-shot fitters that 
will stay sold and will build confi- 
dence in their lines and for the re- 
tailers. And, we must all work to- 
gether to give seasons a chance to 
bloom rather than clipping them 
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off prematurely as has been done in 
the past.” 


THE Lynn (Massachusetts) Shoe 
School is supplementing its instruc- 
tion in practical shoemaking with 








instructions in merchandising meth- 
ods. For instance, a class in win- 
dow decorating, just started, makes 
up window displays, and sends 
some of them to retail stores—and 
experiments with new ideas in both 
window and store display. Decora- 
tors of Boston and vicinity, as well 
as Lynn, join in this enterprise. 

The Lynn school was started 
some thirty years ago to teach prac- 
tical shoemaking. Of late its scope 
has been broadened. The merchan- 
dising classes are new and the en- 
rollment has exceeded all expecta- 
tions. 

Steve Callahan of the Lynn Shoe 
School told Fred Gannon: 


“The RecorDER printed a para- 
graph about the school more than a 








year ago. Hank Jansha, out in 
Marysville, a small town in Wash- 
ington, read the story, thought it 
over and soon after sent a letter ask- 
ing to be enrolled in the Lynn 
school. In the letter was a check for 
$100 which Hank had earned by 
making moccasins and working 
otherwise in his father’s shoe shop 
and tannery. The school returned 
the check and suggested that Hank 
come East and look over the school. 
He thumbed a ride to Chicago, took 
the bus to Lynn, looked the school 
over and he’s now in it learning 
shoemaking.” 
. - 

S©BBERE’S a sale that involved 
more traveling than any sale I have 
ever made,” remarked John Irving 
Davidson, as he finished writing a 
sales slip for 14 pairs of shoes for 
Marlene Dietrich, to be delivered to 
her from the Bullock-Wilshire store 
in Los Angeles. 








It seems that John Irving David- 
son managed the Delman London 
store until the war forced its clos- 
ing. Just previous to this event, 
Davidson was discussing a shoe 
wardrobe for Miss Dietrich. Both 
parties came to this country—Die- 
trich to Hollywood, to fulfill a mo- 
tion picture contract with Universal 
where she is being co-starred with 
Jimmy Stewart in a Western called: 
“Destry Rides Again.” Davidson, in 
his work with the Delman organiza- 
tion, accompanied H. B. Delman to 
Los Angeles for the semi-annual 
showing in the Bullock-Wilshire 
store. While there he contacted 
Miss Dietrich. So, after a 7000-mile 
journey, nearly half way around the 
world, this somewhat delayed sale 
was culminated. 

7 7 * 
KE. C. LIPMAN of The Emporium 
in San Francisco, says: 

“There is only one problem for 
us as storekeepers—how to make a 
healthy profit under the conditions 
as we meet them from year to year. 








PUBLIC OPINION 








—tThe late Milton Florsheim, one of 
our industry's great builders and 
leaders, once said to me: 


—"Showmanship in business is a 
fine thing provided it is based on 
true facts and honesty of purpose. 

—"The American people are the 
greatest audience in the world to 
perform before — but they are 
also the most critical. 

—"Any attempt to deceive this 
audience by false statement or 
dishonest merchandise will result 
in one thing only—failure." 


—Mr. Florsheim never allowed his 
flair for dramatics to overstep the 
bounds of good taste or interfere 
with his fixed policy of dignified 
public relations. 


es a 


President 





Healthy means healthy in size and 
healthy in content. While, as I see 
it, there is only one problem, the 
steps to be taken in its solution are 
many. We believe that any mer- 
chant, unless he is burdened with 
impossible occupancy charges, can 
make a satisfactory profit, if he 
really wants to. 

“Now for the steps toward solu- 
tion—all simple and well-known to 
every storekeeper. First, the mer- 
chant must make up his mind what 
type of store he expects to run. He 
must determine his place in the 
community. He cannot be success- 
ful in trying to cater to all types of 
business from the highest to the 
lowest. A careful study of his loca- 
tion, his competition, and his per- 
sonal abilities, should convince him 
of his proper sphere, and he should 
stay in this sphere and develop his 
trade there to the utmost. Examples 
of stores not knowing exactly what 
they are trying to do are seen in 
nearly every community, and gen- 


BOOT ano SHOE RECORDER, November 11, 1939 








erally these stores have not the best 
of profit showings. 

“To realize a profit, we merchants 
must do a large enough volume of 
business to produce sufficient gross 
margin dollars to more than cover 
our expenses. This sounds simple, 
but it sums up the entire problem of 
making a profit.” 

* . * 
HENRY COOLIDGE ADAMS of 
Paget, Bermuda, writes: 

“A number of recent letters from 
American ‘friends have given me 
the impression that a widespread 
misconception exists in the United 
States regarding conditions in Ber- 
muda. As a member of the Amer- 
ican Colony here, may I be granted 
a little of your space to give a true 
picture of present-day life in these 
islands? 





“Rumor notwithstanding, there is 

little evidence of military activity 
here. During daily trips about the 
islands I have not seen a single 
trench or a strand of barbed wire. 
Nor have I been plagued by motor 
cars, which certain papers insinuate 
are racing along Bermuda’s roads. 
The Colonial Parliament did relax 
its ban on autos to allow the Gov- 
ernor General use of a few cars 
during the war period, but these 
vehicles can hardly be considered a 
traffic nuisance. There is no food 
shortage, and visitors are just as 
welcome as ever.” 
THE Defence Department of the 
Dominion of Canada is considering 
a proposal for foot-printing of all 
troops so that their shoe require. 
ments may be known and foot faults 
detected, the Dominion Council o! 
Health was told, recently, as it con 
sidered the health side of Canada 
war effort. 

The question arose when Mr:. 
Helen D. Smith, M.L.A., Vancouver. 
asked if defence authorities woul! 
consider having new lasts made for 
army footwear. She had hear! 
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numerous complaints about ill-fit- 
ting boots. 

The Defence Department repre- 
sentative said many of the foot 
troubles might be those ordinarily 
experienced by recruits as well as 
civilians, in breaking in new foot- 


wear. 
* * #*# 





COW shoes now! Only human 
tracks were visible from the spot 
where a cow was stolen, but a puz- 
zled Orangeburg, S. C., policeman 
followed them anyway and arrested 
a suspect on a theft charge. The 
man admitted in court that he had 
put shoes on Bossy to mislead pur- 
suers. He was sentenced to 18 


months’ road work. 
* * * 


The Geed Old Days 


We raise our voice in roundelays 

Of long ago we chant our praise 

Beneath thy shades we love to clin 

O, good old days; “of thee we sing.” 

When men with jobs were glad to trade 

A dollar for a hoe or spade 

And every pocket held a ten 

“Them wuz the days,” away back when— 

But then, alas, those times are gone. 

"Tis but their ghost that lingers on. 

The merchant bats his eyes and squints 

With spirits bound in tape and splints, 

He spends his coin to advertise 

And lauds his products to the skies, 

He racks his brain with fruitless vim 

But trade persists in dodging him. 

Now when they place six feet of sere, 

Rock-laden soil upon his bier, 

We trust his time will not be spent 

Down in the place where business went. 
—E. R. Tuttle 


THE New York City WPA Writer’s 
Project gives us some background 
on self-praise a la 1851: 
“Corns, Bunions, and Defective Nails. 
Dr. E. M. Lyne, M.D. 
Member of the Royal College of Surgeons, 
London 
Chiropodist 
To her late Majesty, Adelaide, Queen 
Dowager of England 
Time of operation one minute, without 
loss of blood or any other incon- 
venience. Office Phalon’s Baths.” 
. . 7 


PETER LILLEY, a young execu- 
tive of Lilley & Skinner, leading re- 
tail and wholesale shoe establish- 


ment of London, England, has be- 
come impressed with the fact more 
than ever before (as he is on his 
third visit to America) that our re- 
tail shoe stores are a continuous 
source of new ideas. Window dis- 
plays fascinate him. Changing 
methods in selling rooms, the ar- 
rangement of merchandise and the 
rooms themselves, are of absorbing 
interest. 

Mr. Lilley (spending a few days 
at the home of Mr. and Mrs. Ed- 
ward Harris of Brighton, a suburb 
of Rochester, N. Y., as a result of a 
friendship established with Edward 
Harris, Jr., through mutual friends) 
went through downtown shoe stores 
shortly after his arrival. He said: 





“Display methods are generally 
better here than in England and 
window dressing is more up to date. 
But perhaps that is because the 
American public has been brought 
up to expect it as a result of keener 
competition. 

“Visiting shoe stores is fun.” Mr. 
Lilley said that many of the shoes 
handled by his firm are American- 
made, and the reason is that in this 


[19] 


country shoe designers have given 
greater study to lasts and shapes 
and provide a greater variety of 
sizes. England has a large shoe 
manufacturing industry, he said, 
but there is less variety in shapes 
and sizes—a fact which helps the 
sale of American shoes. 


gan tue Cure eH? 


“Sf Wes 





The shoe business continues to 
be good in England in spite of the 
war, according to reports which 
have come to Mr. Lilley. “But what 
of the future?” 

“It could only be a guess.” 

“Will there be increased business 
for American shoe factories because 
of the war—because many em- 
ployees of English shoe factories 
have been called to the colors?” 

“Because of the difficulties of 


transportation, it is impossible to 
say, he replied. 
. o 


T.ETAUGH of Leicester, England, 
says: 

“Business is keeping quite good, 
although full of difficulties. People 
still want shoes and they still want 
style—war or no war!” 


"This week only, as an added attraction, we're giving away, with each pair, 
an extra pair of laces." 
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NOTES FROM FIRST SPRING SHOWINGS 


Basic Types Sketched to Show Leading Trends in Early Spring 


and Summer Shoes... New and Interesting 


Variations on Re- 


cent Successful Patterns Make Well-Rounded Style Picture, In- 


cluding Elasticized Step-ins, Walled Lasts and Novelty Wedges 


éy ELEANOR RUTLEDGE 


LAST week we tried to forecast what some of the lead- 
ing trends in Spring shoes were likely to be. This 
week, after seeing the displays by members of the Shoe 
Fashion Guild at the Biltmore and by leading manu- 
facturers (aside from Guild members) at other New 
York hotels, we are able to corroborate and amplify 
that story. Much originality and diversity of treatment 
is evident in the individual lines. At the same time, 
certain basic trends run through all price levels. 

First and foremost, patterns are wearable and there- 
fore sellable. We saw very few shoes that are likely 
to gather dust on the shelves. And, judging by the 
sampling that has been done so far, the popular pat- 
terns are the smart, flattering, wearable types. Without 
exception, the number one pattern seems to be the 
rather low step-in, usually with elasticized upper sec- 
tion and V-throat. A favored material combination for 
December and January selling is elasticized gabardine 
and patent leather. And the color is, of course, black. 

Although there is a little talk of blue patent with 
blue gabardine, the total percentage will not be worth 
considering and blue calf or kid is much preferred. 
Individual stores may, of course, do good business on 
the blue patent with gabardine combination. Blue, after 
black, is the color that is registering at the moment 
for early Spring. 


Rows upon rows of pretty, opened-up, trimmed 
pumps. All kinds of attractive new treatments. The 
vamp may be opened up in a variety of ways, including 
very often open toes. Manufacturers expect to do a 
good business on open toes in all patterns. Open 
backs, however, especially on pumps, are not very pop- 
ular. Their place is considered to be in higher riding 
patterns and in sandals with ankle straps. Most lines 
showed at least a few patterns of this type with open 
backs. Other important pump treatments include bows 
of all sorts, from fluffy pierrot pompons and pleated 
bows and ruchings of ribbon to severely tailored square 
leather bows outlined with saddle stitching. These are 


usually found on medium to low heel heights in tai- 
lored, square-toed pumps on walled lasts. This has 
become a classic type in the past few seasons and looks 
just as smart and young as in its early high style days. 
Small touches of color are also being used on the bows 
or as piping or stitching on pump patterns. Red is 
again popular. One high style manufacturer is show- 
ing several of the new colors to liven up black patent 
leather shoes and to make a color accent for coordina- 
tion with belts, bags and gloves of the same color. 


THIS classic type continues its successful style re- 
vival of last Summer. The winged tip and fox continue 
to look as smart as ever. It is expected that more blue 
and white combinations will be sold than usual. An 
interesting new idea is to use the colors in reverse— 
white tip and fox, for instance, on a blue shoe. This 
was very attractive in a combination of blue linen with 
white buck. All sorts of other ways of varying the 
treatment are also to be found. The outline of the tip 
and fox is broken and varied in many different designs. 
A straight tip is also popular. In addition to the usual 
pump and oxford spectator patterns with tip and fox, 
there are also elasticized step-ins, illustrated on the 
opposite page. 

The possibility of an increased sale for ankle straps 
has come up again this season. And since, judging 
from past experience, a style that persists long enough 
will finally arrive, perhaps this will be the season when 
ankle straps come into vogue. A few broad one-straps 
and sabot straps are also seen on very smart shoes. 
Another question mark is the high-heeled, opened-up 
oxford. It promises to be a popular pattern in some 
lines. 

The low-heeled walking oxford, unlined and most 
often with walled last, promises to be very good. It 
comes in smooth, sueded and grained or crushed 
leathers, both calf and kidskin. It often has some 
variation of the popular moccasin treatment. If it is 
a step-in, it frequently has a tongue with fringed edge. 
This type of shoe is often seen with thong lacing or 
binding of some sort around the top. 

[TURN TO PAGE 61, PLEASE] 
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ARE SHOE 


AN excellent opportunity to discover what fashion- 
minded women like in the way of top-grade shoes was 
afforded recently when Bullock’s-Wilshire shoe salon 
staged a week’s showing of brand new shoes for Decem- 
ber-January wearing, styles not ordinarily seen in the 
usual stock. Some 600 advanced thoughts in shoes were 
spread before the women of Los Angeles and Holly- 
wood through the cooperation of Herman B. Delman. 

This store’s clientele is representative ‘of the best- 
dressed women in California. 

And did they buy simple, tailored, neat little num- 
bers? 

They did not. 

In reality these women with unquestioned fashion in- 
stinct selected some of the screwiest things imaginable. 
Shoes that looked screwy off the feet, but beautiful 
when worn with the proper clothes. 

One fact that stood out in observing the selections 
was that women are willing to wear absolutely different 
shoes, but few shoe men are forward enough in their 
fashion thinking to carry footwear which are really 
high fashion. 
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MEN MORE CONSERVATIVE 


Footstool wedges were bought for many purposes. This 
one is of assorted pastel patents with contrasting vehicle 
stripes. More popular were the ones developed for eve- 
ning wear with multi-colored sequins, retailing at $37.75. 


by HARRY R. TERHUNE 


This showing demonstrated that women are perfectly 
willing to pay a premium for new things of a startling 
nature. To illustrate, one‘patron willingly paid $54.00 a 
pair for a certain shade of bright red kidskin and for 
a certain chartreuse kidskin, the leather to be dyed 
especially for her. In addition she selected ten other 
pairs of high colors in various puffed leathers. 

“Our showing definitely proved consumers are hun 
gry for footwear of the daring type, with nobody hav 
ing the guts to buy it for them,” said E. Dudman, sho: 
salon manager. “Shoes for December-January selling 
have more dressmaker details. Our customers expect t: 
find as much detail in their shoes as in their milliner) 
or clothes. Shoe business is almost a case of doing « 

[TURN TO PAGE 66, PLEASE! 
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THAN THEIR CUSTOMERS So oe 


Bullock’ s-Wilshire Showing of New High Style 
Creations for Coming Months Reveals That Fash- 
ionable Women, in California at Least, Are Will- 
ing to Buy More Extreme and Daring Footwear 
in the Upper Price Brackets than Buyers Up to 
Now Have Been Courageous Enough to Stock 
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by W. L. WARDRIP 


Promotion Tie-Ups 


Suggestions for Ad Layouts and Window 
Display Units to Sell More Gift Footwear 

















e@OIN the big push for gift business and avoid the 
December doldrums. 

Very shortly the big drive will be on, by all retail 
stores. The “objective” will be to capture the Santa 
Claus business. So load your promotion guns with 
coordinated ammunition—fire away and you'll get 
your share. 

We are presenting two examples of “coordinated 
ammunition” for your gift promotions. 

These sketches show how easily one simple, con- 
ventional design may be adapted to make a coordi- 
nated merchandise presentation plan. 

If it is impractical for your local newspaper to re- 
produce the suggested advertisement, why not select a 
suitable “ad” from their “mat” service? Then, use the 
design as a decorative motif for your window set-up 
and interior display. If you do not have a display man 
at your service, any local display studio or sign shop 
can produce the displays. 


THE BELL MOTIF FOR “GIFT SLIPPERS” 


Copy for newspaper advertisement. 
Slippers and comfort—two things to touch a 





N AME 


AAWAAAAAANY EEE 
HOSIERY AD 


for the CHRISTMAS SEASON 


DISPLAY 





man’s heart. These smart new styles give him 


both. 


Same copy for window and interior displays. 


CONSTRUCTION INFORMATION FOR WINDOW 
DISPLAY PIECE 


Make large enough to serve as center of attraction 
for showing of slippers displayed on your regular fix- 
tures and accompanied by boxes in gay holiday wrap- 
pings. 

This set-up is a shadow box 8 inches deep with the 
opening cut out in the shape of a bell. Paint inside of 
box dark blue, place gummed stars on background as 
indicated. Carol singers cut out of wallboard. Blue 
lamp may be used in top of box if more elaborate 
effect is desired. Outside of box should be covered 
with Christmas red velour coated with cold water paint. 

Small bells on outside may be secured locally. Color 
white. Ribbon may be cut from wallboard. Sprays, in 
bell cluster, made from heavy wire or small, straight 
branches painted green. 

Opening in face of box should be high enough from 
floor so that merchandise does not hide figures or bot- 


tom of bell. 
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THERE'S just a little too much talk about the high cost 
of distribution and the implication that the retailer is the 
“son of Satan,” retarding the progress of America. Not 
in one place, but in a number of places where merchants 
gathered this last week, the subject was brought up— 
“Why can’t the retailer hold to the regular stipulated 
prices? He’s getting enough for his service of distribu- 
tion so that he can absorb the 25c. or 50c.” You almost 
get the feeling that the reiailer has been profiteering 
right along and now ruin is facing the supplier and the 
fabricator unless the retailer contributes the amount 
of the increase to the preservation of the status quo of 
prices. 

We have heard some of the men in back of the line 
say, in no. uncertain terms: “Why in hell should the 
public pay twice the cost of the shoe for merely storing 
the shoes in a store and handing them out to the public, 
with a ‘one-two’ fitting?” 

There will be “constant surveillance” of price move- 
ments by the TNEC (Temporary National Economic 
Committee) to discover unusual price boosts as reported 
by complaining citizens. 

Remember this, there is more to the subject of in- 
creases than appears on the surface. Hides go up 
four cents and when they are tanned the next price 
includes both the rise, the costs and the profit. (Let’s 
for the moment forget that you equalize old stock at 
old prices and new stock at new prices and split the 
difference.) Actually, the next price contains an honest 
and business-like accumulation of costs and profit. for 
reserves against the inevitable decline sometime hence. 
Let’s say now that the manufacturer, paying more for 
his supplies, is using the same rule of business of mark- 
up on the combined raises, costs and profit and he finds 
out that he has to pass along a 25c. increase. 

The retailer, accepting all these previous costs is then 
faced with one or two paths—raise his prices—cost 
plus mark-up—or acknowledge the arguments that have 
been presented to him that the magic price must be held 
and that his contribution is a 25c. piece. He thereby 
loses 25c. a pair. But is he only losing two bits or is 
he actually losing 25c. out of his ultimate net profit? 


OUTLOOM 


The Prineiple of Business at Stake 
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by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


He is told that 25c. a pair represents only $25.00 on 
a hundred pairs of shoes and certainly he isn’t going 
to sacrifice a psychological price for a mere $25.00. 
Or he is told, “What's 25c. anyway? It represents but 
2% per cent on a $10.00 sale or 5 per cent on a $5.00 
sale and it’s only chicken feed when laid against a 
40 per cent 45 per cent mark-up.” Do you realize that 
that 25c. piece might be the total net profit on the trans- 
action, because few businesses in these past years have 
netted 2% or 5 per cent on total volume? 

No, sir, the 25c. rise actually comes out of the mer- 
chant’s net and is very important—because there is a 
principle at stake. The minute a merchant starts to 
compromise with his mark-up, he’s only at the very 
beginning of his future troubles. There will be con- 
cessions for something else as time goes on. When the 
new shoes increase 25c. in price, he is in duty bound 
to put his normal and natural mark-up on the new total 
cost price because, if a business principle is worth liv- 
ing for it’s worth fighting for. 

Let’s not delude ourselves. The retailer is in no posi- 
tion to absorb any prices as a contribution to the cause. 
If a few pennies rise in hide costs could remain “deuces 
wild” and everybody right along the line consider them 
as such and not to be paid for out of current operating 
costs and charges but as pennies taken out of reserve 
because of an emergency situation—that would be a 
different story. There would be no rises in shoe prices. 
But you can’t do business that way. You've got to take 
your costs and go through the business practices of 
mark-up and pricing. The unfortunate thing is that we 
have developed price groups, so that practically no 
business men raise prices arithmetically. They raise 
them to the nearest good selling price and if that psy- 
chological price is 50c. or 75c. or a dollar higher—it is 
so boosted. 

This is no trivial discussion, because the cost of dis- 

[TURN TO PAGE 47, PLEASE} 
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A STRAIGHT LIWE TO YOUR SUCCESS 


LOYALTY 


The steady, consistent progress and expansion of the Musebeck Shoe Company 


is proof that HEALTH SPOT SHOES have scores of friends all over the 


country. 


DEALER LOYALTY. Merchants who have had the vision to 


foresee the customer acceptance that Health 
Spot Shoes would enjoy, are now reaping the benefits. Their loyalty to Health 
Spot Shoes and the Musebeck Shoe Company is reverting into profits for them. 


CONSUMER LOYALTY. Permanent customers are easily made 


for Health Spot Shoes because of the 
comfort and satisfaction wearers get. After people have been going from one 
shoe to another in search of relief, and have failed to get it, they are grateful 
when they find a shoe like the Health Spot Shoe that really overcomes their 


foot problems and starts them on the way to foot health. 


PRODUCT LOYALTY. = The ideal behind Health Spot Shoes has 


been from the beginning to produce an 
orthopedic shoe that will answer the public’s need for foot correction and foot 
comfort. This ideal has never been sacrificed in favor of economy or for other 
reasons; rather, it has been the policy to continually improve Health Spot 
Shoes to assure the customer getting a better product that will give better 


results. 


YOUR town may be open for a Health Spot agency. Write in for details today! 


as 


(e I, Vascbock Sie limpany 


THE MOST COMPLETE LINE OF CORRECTIVE SUGES IN AMERICA FOR MER, WOMEN AND GHILDREN 





BOOT anv SHOE RECORDER, November 11, 1939 


Smut 
GAITERS TO WEAR-— 
SAFE GAITERS TO SELL 








— ~— ese OF BETTER FOOTWEAR 


aad 


appearance at a volume The beautiful suede leather finish es Nu-Mode Gaiters a “new” ap- 


Fastener. gi iy’ se = peal to your customers. Choice black or brown . . . four lasts. In 
ect to change wii uation. stock. ie Fastener, $1.80 a pair. 3-Snap Fastener, $1.35 a pair. 


There's two-way satisfaction in selling smart Ball-Band gaiters — satisfaction in the way 
your customers approve of them — satisfaction in the high quality and authentic styling 
that make them safe and profitable merchandise for you to stock and sell. This year's 
attractive new styles, finishes and prices make Ball-Band gaiters outstanding leaders. 
Display them. Sell them. Build up satisfying profits — and lasting good will. 

It Pays Best to Sell the Best 


MISHAWAKA RUBBER & WOOLEN MFG. CO. 
280 Water Street, Mishawaka, indiana 
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SHOE FAIR FORUM TO GIVE 
FASHION INFORMATION 


Pp rogram Committee Meets and Adopts Novel and Inter- 


esting Plan for Style and Merchandising Presentations, to 


Be Held Tuesday Evening, January 2, at Stevens Hotel 


THE Program Committee for the 
National Shoe Fair, to be held in 
Chicago, January 2, 3, 4 and 5, 1940, 
met in New York last week to com- 
plete plans for convention activities 
of the Fair. 

A. J. Pauly, of St. Louis, chairman 
of the committee, presided at the 
meeting attended by members of this 
group. Most widely discussed of the 
many events for which the Pro- 
gram Committee assumes responsi- 
bility was the Tuesday night meeting 
devoted to style, fashion and mer- 
chandising, which will be held in the 
Grand Ballroom, Stevens Hotel. 

Departing from the usual glamour 
and all too frequently, somewhat im- 
practical style show, with its parade 
of many mannequins, the committee 
has adopted a presentation patterned 
after practical discussion forums. 

The Tuesday night presentation 
featuring style will be divided into 
three distinct sections of the “Fash- 
ion and Footwear Forum of Facts.” 
The first section will be conducted 
like popular radio quiz programs 
and those of the inquiring informa- 
tion type. A careful breakdown of 
principal cities throughout the United 
States, recognized for their style in- 
fluence, will be selected. From these 
cities one or two shoe men whose 
Rames represent style leadership will 
be invited to express their opinions, 
based upon their dollar investment 
in Spring and Summer shoes for 
1940. This combined judgment re- 
garding 1940 style trends should 
serve as an accurate forecast for all 
Merchants attending the Fair. 


These opinions from many minds, 
it is believed, will form an analysis 
of the consumer demands in practi- 
cally all sections of the country. 
With the array of style and merchan- 
dising talent contributing to this 
feature, few questions that would be 
asked would remain unanswered. 
The entire committee concurred in 
this new approach to style interpre- 
tation. 

The second part of the “Fashion 
and Footwear Forum of Facts” will 
be an eye and ear presentation of 
the costume coordination book, 
“Fashion and Footwear” Spring and 
Summer, 1940, prepared and com- 
piled by the National Shoe Retailers 
Association. 

With its complete story of leather, 
fabric, gloves, hosiery and acces- 
sories, no swatched and printed book 
assumes the fashion authority of this 
portfolio of pertinent points on 
practical promotion. The interpreta- 
tion of the book will be made by an 
outstanding leader in the field of 
leather, fabric and accessory coordi- 
nation. Merchants will have an op- 
portunity to see materials and, more 
important, to know the reasons for 
consumer acceptance. Color with its 
importance will be cataloged for 
shoe men in a manner that will make 
the information useful and helpful 
in every store, revealing when, where 
and why to recommend color. 

Merchants will hear much about 
accessories, what to do about and 
with them. Present plans include a 
full display of leathers and fabrics. 
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USABLE 


A. J. PAULY 


Chairman of Program Committee 
for National Shoe Fair 


In the third and final section of 
the “Fashion and Footwear Forum 
of Facts,” to appropriate and re- 
verse a famous feature of a popular 
picture magazine, “the party goes to 
life.” One leading style authority 
who listened to the outline of the 
program, pronounced this final pres- 
entation of the program as “proofs 
of the truth to the answers.” 

To interpret the style opinions of 
many minds presented in the first 
part of the forum, to animate and 
breathe life into the analysis of ma- 
terials and accessories in the second 
section, a nationally known style au- 
thority will present on living models 
a limited collection of costumes 
which will be keyed to the first part 
of the program. 

The discussion will be practical 

. so practical that every merchant 
big enough to attend the National 
Shoe Fair will find the fashion in- 
formation offered vitally important 
in getting more pairs sold. 

Joseph T. Geuting, Jr., of the A. 
H. Geuting Company, Philadelphia, 
Pa., has been appointed by Chairman 
Pauly to supervise the direction of 
the “Fashion and Footwear Forum 
of Facts.” 

Carl Burgstahler, of F. E. Foster 

[TURN TO PAGE 62, PLEASE | 
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SHOES 
For Every Generation 


The Twixteen Corner of the Abraham 

& Straus shoe department. Here the 

young miss is separated from the child 

customer, and given a pleasant sense of 
her own importance. 


Hew a Shee Buyer in a Large Metropolitan 
Stere Has Dramatized His Merchandise 
and Suited His Department Sections to 


the Characteristics of Customer Groups 


AS buyer for a shoe department with eight distinct 
sections, S. Goldes of Abraham & Straus, Brooklyn, 
may be said to have a good-sized job and, moreover, 
one filled with real human interest. 

Customers who venture to the second floor of this 
metropolitan department store come again, for they find 
—-whether young or old—shoes to meet their needs. 
Foot apparel for every generation is the slogan of the 
department. So here we see shoes ranging from those 
for infants and for children to ones selected to please 
the exacting growing girl. In the Twixteen section is 
the greatest assortment of saddle oxfords in Greater 
New York. 

Inasmuch as this department was modernized in 
August, it offers features that are complete innovations 
in the way of arrangement and display. Outstanding 
among these is the Twixteen Corner. Other features 
meriting attention are the cataloged displays and the 
elevated baby chairs, where the stock is carried in 
drawers beneath. The eye-level recessed displays with 
cut-out figures framed in nursery rhymes lend color 
and drama not ordinarily found in a shoe department. 

As a commentary on the alertness and initiative char- 


acterizing the policy of the department, one need only 
cite the attempt at first-hand information by starting 
periodic visits to high schools. 

Because specialization plays such an important part 
in the department, one of the first topics which we dis- 
cussed with Mr. Goldes was the way in which he has 
sectionalized shoes. So we learned that he has separate 
sections for men (21 and up), young men (13 to 21) 
and for boys, offering shoes for the lad between eight 
and twelve years of age. Then, there is the baby or 
infant’s section providing for the six months to three 
years child. The child’s section takes care of the young 
generation between three and six years. The junior 
boy, from five to eight, has a line of his own. For the 
junior girl sizes are offered ranging from ages six to 
nine. The Twixteen Corner caters to growing girls 
from the age of eight and up, and offers sizes 34 to 10 


BBECAUSE every store realizes that the growing girl i- 
a sensitive element, Mr. Goldes believes that it is good 
merchandising to pay attention to the importance o! 
such young personalities. This objective has been ac 

[TURN TO PAGE 60, PLEASE 





QUESTION: 
Who'll know about Jarman 
“Hand-Toned’ Leather? 


ANSWER: 


Every man in the land!—Jarman Stylists have 
developed a new technique of shoe finish, pro- 
tected by blended Carnauba waxes, that gives 
infinitely smarter tones to leather than the original 
“antique” treatment.—Jarman Advertising, with 
consistent space this Spring in Esquire, the 
Saturday Evening Post and Life Magazines, will 
show the Jarman “Hand-Toned” process to a total 
audience of more than twenty million men!— And 
smart retailers, recognizing the value of this prac- 
tical sales operation of Jarman Style plus Jarman 
Style Advertising, are now placing their orders 
for Jarman “Hand-Toned” styles for Spring! 


JARMAN SHOE CO., DIV. OF GENERAL SHOE CORP., NASHVILLE, TENN. 








COMMENDED 
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British Tommies Getting Fit to Fight 


Militiamen at an army barracks in England change from mufti to khaki and 
try on the shoes they will wear in France. Plenty of service but style takes 
a holiday. 





Customer Loyalty Built Modern Store 


[CONTINUED FROM PAGE 23] 


policy of fitting shoes correctly, have 
ined for themselves a wide reputa- 
tion as capable shoe fitters and have 
et selling records that are outstanding. 
Here in Mr. Thompson’s own words 
his biography of his work in the 
il shoe field, in which he has be- 
tome so well known: 
“Thirty-six years ago I started to 
ork for M. J. Callahan in Augusta, 


'Ga., where I was taught the essentials 


" of the shoe business. Those were the 


Be. 


days when shoes were made of real 
leather, and lots of it. Times and cus- 
toms have changed but shoes are still 
sold very much as they were then. After 
a few years Mr. Callahan sent me to 
Atlanta to open up a Walk-Over men’s 
store. Eighteen months later he opened 
a shoe store on Whitehall Street known 
as “The Bootery,” handling shoes for 
both men and women, and I was made 
manager. During my time in this store 
something occurred a few doors up the 
street that had a very profound effect 
on my future, 

“In September, 1908, the Thomas G. 
Plant Company leased the shoe depart- 
ment in Rich’s store, then known as 
M. Rich & Bros. Company. The preju- 
dice against factory-operated stores 
Was very intense at that time and when 
the manager of the Rich department 
left, they had a hard job getting a new 
Manager. My friend, Fred S. Stewart, 

s affiliated with the Plant Company 

h his own shoe store at 25 White- 

all Street, and due to his urging I 

a Bootery and took the job at 
s. 


“I started to work for the Plant Com- 
pany on Jan. 31, 1911, and about three 
months later Mrs. Nell Boland applied 
for a job. She had been a bookkkeeper 
in Mr. Callahan’s Columbia, S. C., store. 
That Fall, Miss Martha Jordan, now 
Mrs. Lee, came to work for me. She 
came from Wrens, Ga., and had just 
finished school. Around these two girls, 
I have built one of the finest shoe stores 
in the country. 

“We were among the first to stop 
concealing sizes. We started printing 
sizes in plain English, telling customers 
what size they actually wore and guar- 
anteeing the fit to be correct. We follow 
the Golden Rule, try to avoid making 
promises we cannot keep and keep the 
customer’s interests at the top of the 
list.” 

The new home of this new shoe firm 
was spared no expense in order to make 
it as fine as possible. James F. Eppen- 
stein, of Chicago, one of the best known 
architects of the country, designed the 
store. The interior is done in natural 
mahogany for both furniture and fix- 
tures. The women’s. department is done 
in soft shades of coral, beige and tur- 
quoise; in the men’s, genuine green 
leather is used for upholstering on the 
natural mahogany furniture, and the 
children’s department is decorated in a 
gay tangerine color. 

The men’s and women’s departments 
are located on the street floor, as well 
as the men’s and women’s hosiery, under 
the management of Miss Lucille Nichols, 
and the bag department. The children’s 
department and the orthopedic room, 
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under the direction of Maurice Finch, 
are located on the second floor. Busi- 
ness offices are also located on this 
floor. The large basement will include 
the popular priced shoe lines, the dis- 
play department and the shipping room. 
The entire store is completely air-con- 
ditioned. 

Main advertised lines carried by the 
new firm include: men’s, Winthrop, 
Florsheim and Vitality; women’s, Laird- 
Schober, Florsheim, Collegebred, Queen 
Quality and Vitality. 


Promotion Tie-Ups 
For the Christmas Season 


[CONTINUED FROM PAGE 27] 


Interior displayer is a counter or 
table with shelf supports by 1%-inch 
dowels. Two back dowels serve as posts 
to support wallbceard cut-outs of Holly 
leaves, Bell and ribbon. 

Bell red. Holly leaves two shades of 
green. Ribbon white with dark green 
lettering. 


THE SANTA MOTIF FOR 
HOSIERY” 


Headline for newspaper advertise- 

ment— 
“Be a wise Santa... 
Give her (name) Hosiery.” 

Same copy for window and interior 
displays. 

All parts of interior and window dis- 
plays may be cut from wallboard ex- 
cept the evergreen branches which may 
be artificial or natural preserved 
branches. 

We have suggested simple, conven- 
tional designs and traditional Christ- 
mas colors because the holiday season 
is sentimentally associated with the 
“old fashioned” symbols and bright 
red and green coloring. 


“GIFT 


Expands Business 


DETROIT, MicH.—Lawrence R,. Mil- 
ler, who has operated a high class shoe 
department in Demery’s leading north- 
end Detroit department store, has been 
successfully expanding his business. He 
is now proprietor of three ultra modern 
branch shoe shops on the west side, in 
addition to the centrally located Demery 
shop. His branches are located on West 
MecNichols Road, West Grand River 
Ave., and Michigan Avenue, in Dear- 
born. 


S. P. Grannan with 
Bon Marche 


SEATTLE, WAsH.—S. P. Grannan, 
formerly with Bullock’s in Los Angeles, 
is the new assistant manager of the 
Bon Marche women’s shoe department. 
Mr. Grannan has been in the shoe busi- 
ness twenty years. 
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Every Salesman a Fashion 
Authority 


A certain Denver department store 
credits its shoe selling success to the 
fact that it has built up a reputation 
of being a dependable style counsel. 

That prestige and reputation was 
built out of an entirely new idea in 
fashion presentation—the Fashion 
Clinic. The idea of this Clinic was 
developed by the advertising depart- 
ment of the Denver Dry Goods store. 
Instead of the usual fashion show for 
a few select customers, Mrs. Margaret 
Day and her assistant, Mr. Cormack 
of the advertising department, devel- 
oped a program for the salesmen, buy- 
ers and other employees of the store. 

Stated briefly, the philosophy behind 
the Fashion Clinic is-this: Teach your 
employees about new fashion trends, 
new color combinations and _ the 
things every woman wants to know 
about her new Fall and Winter outfit, 
and the story of the merchant’s style 
prestige will go to all of the customers 
instead of the usual small proportion. 

Highlighted throughout the pro- 
gram, in which color, lines, silhouettes, 
combinations and accessories are color 
sketches done by the advertising de- 
partment to illustrate the various sub- 
jects. When shoes were discussed, 
they were illustrated in relation to the 
trend in dress and coat styles. Shoes 
were drawn with lines pointing to 
other accessories— thus indicating 
color combinations and styling. This 
was more effective than any method of 
fashion education previously used. 
When the employees came out of the 
Fashion Clinic they had a complete 
picture of just what shoes could be 
used with each of the new styles. And 
they were armed with sure fire mate- 
rial concerning the wants and needs 
of their customers. 


Mrs. Day says that independent shoe 


TD Bas 





® 


by JOHN F. W. ANDERSON 


stores, where handbags, hosiery, gloves 
and hats are featured as accessories, 
will find this an effective way to bring 
a style message to every person who 
walks into the store. Following such 
a clinic the clerk should be able to 
take his customer to the correct hats, 
gloves, bags and hose to match her 
new shoes. It is a tested answer to a 
serious merchandising problem. And 
it has brought results to this one store. 
And though the average shoe store 
might find it impractical to hold such 
an elaborate fashion clinic as this, the 
salesman could be educated through a 
study of the latest styles as they. ap- 
pear in the newspapers, magazines 
and trade papers. 
i a 
































Simplified Stock Control 


J. H. Kotz of the Kotz Shoe Store, 
Lincoln and School Streets, Chicago, 
has worked out a compact and ef- 
ficient stock control system which not 
only automatically handles his in- 
ventory but also tells a complete story 
of sales from day to day. 

A small two inch card is placed in 
a metal container in the front of each 
shoe box in the store. This ticket, pro- 
vided for each pair of shoes as they 


come in, contains the following in- 
formation: 

The date the shoes were purchased 
from the factory. 

The house stock number. 

A description of the shoe including 
size, width, material, color, heel and 
the price. 

(Prices and description are marked 
plain and the rest of the information 
is in the store’s own code.) 

As each pair of shoes is sold, this 
card is attached to the sales slip and 
at the end of each day a record sheet 
is made out showing the actual cost 
of all merchandise sold and the actual 
gross profit. A complete record is 
also kept of the number of pairs of 
shoes sold classified as to styles, col- 
ors, materials, heel heights, etc. 

In addition to its value in keeping 
records, the fact that this information 
is so plainly posted on the outside of 
each box makes it simple to locate 
specific types and styles of shoes. Also, 
the appearance of the date purchased 
acts as a reminder to push some of 
the slower moving merchandise. 


fe OE 
This Way, Please! 


The interior of the G. R. Kinney 
shoe store in Flushing. New York, is 
in the familiar rectangular shape seen 
in nine-tenths of the stores of America. 
There are two rows of chairs, running 
back to back, down the center of the 
store. The shoes are arranged on the 
shelves, each type in its different sec 
tion. For convenience to the salesman 
and the customer, each section is 
marked by an overhead sign fastened 
at right angles to the wall over each 
section—-as WOMEN’S DEPART 
MENT, CHILDREN’S DEPART 
MENT, etc. The letters in black are 
painted on white boards six inches 
high by two feet wide and are a he!p 
in directing the customer to the proper 
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BEST IDEA OF THE WEEK 
THE CUSTOMER CAN TAKE IT—THE TRUTH 
(Sm Weser — SHoes, JANESVILLE, WISCONSIN) 


O. P. Ideator—‘“I am very much interested in an ad 
of yours I saw in the local newspaper in which you not 
only displayed your latest model shoes, but also ran 
an editorializing column on the shoe- fitting policy of 
your store.” 


Mr. S. B. Weber—“Yes, it has always seemed to us 
that shoe stores have gone too far afield in advertising 
‘We guarantee to fit you perfectly,’ ‘The customer is 
always right,’ and so on, to the exclusion of more 
honest and informative copy that would actually benefit 
both the customer and the merchant.” 


O. P. Ideator—“I agree with you, Mr. Weber, it’s 
not many customers you can fit perfectly.” 


Mr. Weber—‘Personally, I have never had what 
I'd call a perfect fitting pair of shoes. They may fit in 
the A.M. but not necessarily in the P.M. There are 
many like me, endowed with narrow, sensitive feet, 
or extra wide ones or plain ornery ones for that mat- 
ter—to whom the ‘fit guarantee’ is so much hooey.” 


O. P. Ideator—“T’ve sure found that out in my job.” 


coined by a smart merchant, who got plenty for his 
goods to make up for his losses on the come backs and 
the ‘make goods’ in the days when folks were in the 
money. Nowadays there is no profit margin cushion. 
Competition and taxes have taken care of that.” 


O. P. Ideator—“Yes, I notice a time worn sign on 
your wall, ‘No shoe man can honestly guarantee to fit 
your feet perfectly’ and I can imagine that it hasn't 
been left there because you are prejudiced or biased 
either.” 


Mr. Weber—“We are rather pleased about our 
record. Shooting straight has been our motto. Com- 
plaints adjusted on their merits, no rash statements 
of performance, but a salesforce, a sales policy, and a 
stock of shoes we’re proud of.” 


O. P. Ideator—“And a justly deserved policy, based 
on sound business practices and I very much like your 
ad—it’s different, it catches the eye, and it’s personal- 
ized message to the customer is a convincing statement 
of your honest business policy. Other merchants would 
also do well to follow your example and tell the public 





Mr. Weber—*“ ‘The customer is always right’ was 


what it can honestly expect for its money.” 








section thus saving the salesman steps 


and giving the store manager a feel- 
ing of satisfaction that he has a store 
of many departments. 

* # 


We've Got Your Size! 


For men hard to fit the shoe de- 
partment in Macy’s, New York, car- 
ries one model shoe in ninety sizes— 
from 5 to 15, in widths AAA to E and 
on a slightly different last for very 
wide feet, widths EE and EEE. 

Nowadays, with the growing em- 
phasis on styles and models in men’s 
shoes it is impossible and unprofitable 
for any one shoe department or store 
to carry all sizes and widths for all 
styles and models. It is necessary to 
analyze the demands of your custom- 
ers and concentrate on those sizes 
most frequently called for. 

However, it is good sound selling 
policy to carry one standard model in 
as many sizes and widths as possible 
—then no customer can complain that 
he can’t be fit. 


eS @.@ 


Carson’s Slipper Shelf 


Carson’s Clothing Store in Jamaica, 
New York, has an interesting idea to 
display slippers during the Fall sea- 
son. 

One window is completely turned 
over to the shoe department. Rather 
than mix slippers in with the shoes 


a special shelf for slippers is hung at 
the front of the window. Of glass, and 
hung by gold colored chains from the 
ceiling, the shelf holds just eight dif- 
ferent colored slippers and their re- 
spective price cards. The passing 
shopper looking in the window can’t 
miss these slippers! 
* * * 





Fully 75% of Style Shoes Sold Today Are 


BLACK SUEDE 


and Over 23% of Those Sold Here Are 


TIRELESS TREAD 
It has always seemed to us 
The Dixie.» 


that shoe stores have gone 
too far afileld in advertising 

“We —— to Mt you ox wrowe® 
perfect; “The customer is 
always Tight," Ey so on, to 
the exclusion of more hon- 
est and informative copy 
that would actually benefit 
both the customer and the 
merch nt. 

Personelly, IT have never 
had what I'd call « perfect 
fitting peir ot shoes. They 


losses on the come backs and | « 
the “make goods.” in the 
days when folks were in the 
money. Nowadays there is 
ne profit margin cushion. 
ition r~ i xes have 
taken care of th 
Pa. re rather none sho 
record ing st raight 
” 





SID WEBER. 


SID WEBER 


Another name for footwear value. 











Personalized advertising 


Big Business in Odds and Ends 


The buyer for a prominent Wash- 
ington, D. C., shoe store has built up 
a considerable business in extra size 
shoes. 


“We carry shoes from 3AAA to 9. 
When a salesman gets a customer who 
has an unusual foot, I am called over 
and introduced to the customer. Not 
that the customer is interested in me 
personally, but I may be able to help 
her. Into my little note book goes my 
impression of her from a sales stand- 
point, her name, address, phone, size 
and taste in footwear. Then when I 
am in the market buying, out comes 
my book and down go some freak 
sizes in fashion shoes. Traveling men 
and other buyers may kid me about 
my book, but it sure has proven a 
money maker. Only last week a cus- 
tomer almost hugged me when I 
showed her a reptile shoe in 8% 
AAAA. She was greatly surprieed to 
find such an unusual shoe in just her 
size. She ordered a couple of more 
pairs of shoes made up and gave me a 
carte blanche order to buy her any- 
thing I saw I thought she would like. 
Women who have extreme sized feet 
will walk all over town and then not 
be able to find their size in real smart 
shoes. I have built up quite a con- 
siderable business in keeping my eyes 
open for bargains in odd sizes for my 
odd customers.” 











I'M EVALINE on your left, 
and I’m the Evans Kid... 
? , 
remember? And that's RUBY, The shoes on both these pages are Health 


my kid sister. She’s the Spot Shoes, made by the Musebeck Shoe 
mpany, Danville, Illinois. 


special mascot for Evans 
Ruby Kid, the fine 
black leather they 

use for Health Spot 

black shoes. 


RESUS PAT. OFF. 
The Evans tannery is now 
in a position to supply its 
famous linings SANITIZED 





ce 


WE KIDS, (meaning me, Evaline, the 
Evans Kid, and my kid sister, Ruby) . . . we kids like bread 


and butter, but we like it better with jam on it. 


And it’s the same way in the shoe business. There are lots 
of good bread-and-butter shoe lines on the market. But 
the standouts are the ones that spread on the jam and put 
on some style. Take these HEALTH Spor shoes, for instance. 





They’re sensible shoes with a capital ‘‘S’”. But they’re good- 
looking shoes, too . . . and they do a sweet business for 


the store that sells them! 


The MUSEBECK SHOE COMPANY, 
manufacturers of Health Spot Shoes, tell us that EvaANs Kip 
LEATHERS have a lot to do with the way their shoes look, 
and the way that they sell. They count on Evans Kip to 
make a plain shoe look rich and give a style appeal to a 
staple model. 


If you’re looking for better bread-and-butter business, 


specify EvANs Kip. There’s jam in it for you! 9 9 


EVANS & COMPANY, CAMDEN, NEW JERSEY 
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Paddle vats in our beamhouse, where skins are cleaned and prepared for tanning 


LEATHER IS 


The “beamhouse” is that section of the 
tannery where the raw skins are prepared 
for tanning. Here all impurities are re- 
moved and the skins are restored to their 
soft natural condition by soaking and tum- 
bling them gently in paddle vats. Here also, 
successive steps temporarily swell the skins 
and open the pores, permitting unhairing 
and leaving the skins clean and clear. 


“MADE” 


IN THE BEAMHOUSE 


It is truly said that “leather is made in 
the beamhouse,” as the thoroughness with 
which the skins are prepared for the tan- 
ning and finishing processes determines to 
a great extent the strength and beauty of the 
finished leather. That “American Hide” 
leathers are noted for their beautiful, clear 
colors and fine grain surface texture is a 
tribute to our beamhouse procedure. 


AMERICAN HIDE AND LEATHER COMPANY 





BOSTON 
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HERE’S WHAT FREE TREAD SHOES WILL DO FOR YOU, 
MR. SHOE MERCHANT: I establish your store as the comfort 


shoe headquarters in your community 


2 insure your getting a repeat business 


3 give you substantial, steady profits 


In dozens of different cities, Free Tread mer- 

chants are doing exactly those three things. The 

reason is very simple: TRI-BALANCE FOUNDA- 

TION. Because every pair of W. B. Coon Free 

Tread Shoes have been made with a business get- 

ting, business holding, customer satisfying fea- 

ture you will find in no other comfort shoe on 

the market. It’s the TRI-BALANCE FOUNDA- 

H13 BLACK GLAZED KID TION. 

Six eyelet blucher oxford, stitched and perforated, 14/8 
leather heel. 


AAAA Ce ro Peewee 


AAA & AA a “SS ee Peer, oy " ‘ 
shoe—no slip, no slide, no forwar 
WHOLESALE PRICE $6.00 P no slide, orward movement 


By doing away with foot movement within the 


of the feet—Free Treads will give your custom- 
ers the most comfortable shoes they’ve ever 
bought. De as many other successful merchants 
have already done. Look into these profitable 
sellers. The shoes themselves, the women they 
please, will be the most gratifying advertise- 


ments your store has ever had! 


TRI-BALANCE FOUNDATION EXCLUSIVE WITH 


pA BLACK SUEDE W. B. COON COMPANY 


Six eyelet blucher oxford, patent leather tip, fox, and 


heel cover, 14/8 wood Cuban heel. j 
prey ih had om 37 Canal St., Rochester, N. Y. 
AAA & AA 6tol0 € 4/2 to 9 New York: 910 Marbridge Bidg. 


WHOLESALE PRICE $6.00 


TRI-BALANCE FOUNDATION is an 
accurate method of controlled fit- 
ting through an insole with three 
stabilizing grips that gently hold 
the foot in a steady position— 
without movement, displacement 
or friction. 
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American Opportunity Carries On 


Focus on’40 


IN 


BOOT ann SHOE RECORDER 
en SE ee ee a 


Featuring THE NATIONAL SHOE FAIR 
CHICAGO... JANUARY 2 TO 5 


AND Presenting 
BOOT anv SHOE RECORDER’S ANNUAL REVIEW 


An early space reservation will assure 
attractive position. Forms close December IIth. 
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Renee epsthF5 iz 


"Made of Worwegoan Cel, ; 


means extra selling power for you 


The discerning owner of a pair of active feet (masculine or feminine 
—young or old) appreciates the luxurious comfort, the rich beauty 
of Gallun’s Norwegian Calf. 


And with the ladies striding about in such smart shoes as the ones 
illustrated, this handsome leather with its hand-boarded grain 
points the way to an increased profit opportunity. 


The reason lies in the vegetable tanning process. Norwegian Calf 
(like its companion leathers, Cretan Calf and Eskimo Calf) is glove- 
soft at the first wearing and ever after — come rain, come sun. 


It is relatively free from expansion and contraction — pinching, 

™ to be brutally frank — due to wide humidity changes, varying only 

about one-third as much as ordinary leathers. And there are no 
COLVAA free acids to affect sensitive feet. 


RAcaiinitim Put Norwegian Calf to work this season, winning you the loyal 
patronage of smart and active women (and men.) Check the Gallun 
numbers on your next order. A. F. Gallun & Sons Corporation, 
Milwaukee, Wisconsin. 


‘ T= se 
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A WARNING TO RETAILERS 


We wish to make a statement of fact regarding 
a reeent change in heel styling. 


Recently there has been a definite trend toward greater use of high 
Cuban heels. As both manufacturers and retailers know from past 
experience such heels, because of short seats, have a dangerous tendency 
to kick under and pull away at the back of the heel seat. This means 


a costly increase in customer returns, complaints and dissatisfaction. 








Manufacturers of better grade shoes try, and partially succeed in 
guarding against this danger by the use of better shanks and tuck-pieces 
in the heel seat. Yet, even after the additional expense of employing 
these improvements in construction, there is no guarantee that the danger 
will be eliminated. And on inexpensive shoes, where low cost prevents 


careful shoemaking, the danger is very great. 


When a ‘Cuban’ or straight-front effect is wanted BREASTLOCK 
HEELS alone eliminate this danger. These scientifically designed heels 
increase the bearing surface or seat length and thus prevent ‘kicking-under’. 


Don’t take any unnecessary chances. 
Specify SAFE Breastiock Heels on the BRE OCK 
next shoes you buy. HEELS 


Reg. U. S. Pat. Off. 


F.W. MEARS HEEL COMPANY. Ine. 


Factories at Auburn, N. Y. Columbus, Ohio Conway, N. H. Lawrence, Mass. St. Louis, Mo. 
Affiliated: DOMINION WOOD HEEL CO., Montreal and Quebec, Canada 
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The Editor’s Outlook 


[CONTINUED FROM PAGE 28] 


tribution is a legitimate and practical necessity. The 
public goes into a store to get the precise shoe fitting 
their foot, and the merchant’s function of selection and 
the risk of carrying a run of sizes to satisfy that one 
foot is legitimate reason enough for the established 
40 per cent mark-up. If it weren’t so, everyone would 
be a retailer because 40 per cent on the selling price is 
a slice of money large enough to capture the imagina- 
tion of bankers and investors, as a great field of income. 
The mere fact that stores go broke and bankers and 
investors will not enter retail enterprises, even though 
they have money in dead storage earning but 114 per 
cent a year, is proof sufficient that retailing is no happy 
hunting ground for the profiteer. 

Forget all of the accidents of 1916 to 1929. Measure 
this thing against the actualities of today. You are in 
business to make a living, remain solvent, make a little 
profit and put away some reserves against a rainy day. 
You are entitled to a continuance of the business prac- 
tice of taking your costs as you find them, adding your 
mark-up and doing business as a business man—not a 
philanthropist. 

Take a look at your business realistically. You don’t 
really expect people to fall all over themselves coming 
into your store to buy shoes at the old prices or the new. 
If you are going to sell shoes the hard way, pair by 
pair, subject to losses and mark-down, fashion suicide 
and all of the terrors of slow turn-over, you will need 
every penny of mark-up and profit to hold your own 
in this business man’s world. 

There is a fundamental principle at stake and in a 
free country where you have the right to speak and 
think freely, you also have the right to conduct your 


own business in your own way. 


Code for Shoe Rebuilding 


Mapison, Wis.—State agricultural department officials 
plan to put into effect at an early date the renewal of 
the fair trade practice code for the shoe rebuilding indus- 
try as a result of the approval of the bill by Gov. Julius 
P. Heil reenacting the regulations. 

The new code will not apply to counties with a popu- 
lation of less than 30,000 or to communities having 
fewer than 5,200 inhabitants, or where a majority of 
the trade is opposed to it. 

The regulations will be administered by the state de- 
partment of agriculture through a trade practice ex- 
aminer, who will be assisted by a deputy. There will 
also be an advisory committee consisting of three mem- 
bers of the trade, one representative of the workers and 
one consumer representative. This committee is to meet 
monthly. 

Appeals from the trade examiner’s decisions may be 
carried to the agricultural board, and the board’s rulings 
are to be subject to court review, on appeal. 
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_ APPROVED by 


Countless 
Women 


SCOTT'S 


SUPERIOR 


Velvety Sponge Rubber 


HOSE SAVERS 


Prevent Heel Slipping, 
Stop Side Gap... 


Many women need these famous hose savers 
for shoe comfort and hose ecanomy. They 
will help your shoe sales, too—snugging up 
a loose-fitting heel and stopping side gap. 
Made in highest quality velvet sponge rub- 
ber, or in suede material, with gummed back 
that moistens easily and STAYS where~you 
put it. 
Packed one pair in a cellophane bag; one 
dozen pairs on a display card, 
65¢ Doz. Pair. _ $7.20 Gro. Peir 
ORDER THESE PROFIT-MAKERS TODAY! 


Write for Mlustrated Folder of 
Complete Scott Line of Appliances 


SCOTT FOOT APPLIANCE CO., OMAHA, NEB. 








ENTIRE 
24th Floor 
22,145 sq. ft. 
Exceptionally light 
Express elevators 
Also smaller units 


G. R. Kinney Co., Inc. 


American Hide & 
Leather Co., Inc 


Ohio Leather Co. 
) Eagle Ottowa Leather Co. 
Max Mayer & Co., Inc. 
Bayer Bros. Leather Co., Inc. 
Barnett Bros. Leather Co 
Dreher Leather Co., Inc. 


PARK AVE. 
[sa oun | 
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OF A NEW SELLING POINT 
FOR SHOES 


- (j J I'd never given much thought to 

4g soles when buying new shoes — 

—-> penny not to whether the 

| were ee ay matched. 

Naturally, I ght the soles on 

ais o a all shoes were exactly alike—but 
z that’s not so. 


The clerk ——— out that the millions of little fibers that make 

up leather vary in formation from one part of the hide to an- 

other. Two soles may look alike but the way the fibers are put 

uo may be altogether different, (see photomicrographs 
) 


= that’s so, one sole will be less springy than the other, won't 
——. the arch as well, won't have as neat an edge. But the 
said these shoes have England Walton fiber-sorted soles 
which are perfectly matched for fiber. (Photos show how pol- 
arized light detects difference in resistance to stress experienced 
in a not-unusual case of careless sorting.) 


He said the men who make up 

' the pairs at England Walton have 

almost X-ray eyes, because they 

mi can match up two soles so that 

the insides are just as much alike 

as the outsides. The result is — a 

girl like me gets the same flexi- 

ility, the same strength and ap- 
pearance from both my soles. 


England Walton Division A. C. Lawrence Leather Co. 


Bos P New Y St, Lo — bus, 
eon, Camden, eabody, > few | ort Ashland K umbus 
Newport. Tenn N. C. 

CUT SOLES and SOLE LEATHER * PURE ‘OAK BARK TANNED 





MAKE SHVUESR BEA YY Bvwese 
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THIS WEEK IN THE 


st 


Saturday, November 11, 


SHOE TRADE 


1939 





Trading Heavy in Hide Market 





Price Concessions, Influenced by Slowness of Foreign War 
Orders, Result in Heavy Buying by Tanneries 
from Chicago Packers 


New Yorx.—In heavy trading Chi- 
cago packers sold an estimated 150,000 
hides last week on a basis at last sales 
of 14 cents per lb. for light native 
cowhides. 

Trading was quiet until the end 
of the week when price concessions 
brought out heavy buying by large 
tanneries. Volume the previous week 
was small at 15 cents, some business 
was done at 14% and late last week 
turnover was heavy on a basis of 14 
cents. 

Price concessions were influenced by 
slowness of large foreign war orders 
for leather and shoes to materialize, 
although inquiry from South America, 
formerly supplied by Germany, has 
been good. Another factor in the price 
decline was the current drought in 
parts of the southwest, which traders 
said will increase the slaughter more 
than seasonally. 

Hides sold at 11 cents before the out- 
break of the war and climbed to a high 
of 16% cents per lb. The 14-cent price 
on last sales represented a 27 per cent 
gain over the pre-war level. Hides ad- 
vanced 45.5 per cent in price during 
September—a gain exceeded only by 
wool among 18 raw commodities—and 
likewise suffered one of the sharpest 
setbacks during October and early this 
month. Commodities generally, how- 
ever, were easier after the initial buy- 
ing wave. 

Hide futures on the New York Com- 
Modity Exchange had previously dis- 
counted lower prices in Chicago spot 
trading. Futures eased only 5 to 14 
Points last week. 

Futures at the beginning of the 
period moved lower as leather sales 
Were reported slow and no trading de- 
pred at Chicago in actual hides. 
rther, news was confirmed that En- 


gland would buy sizable quantities of 
Argentine beef, with a resulting ex- 
pected increase in the Argentine cattle 
slaughter during the next 3 months of 
15 to 20 per cent. 

The excellent volume of spot busi- 
ness late in the week rallied the futures 
market and net changes on the week 
were negligible. 

South American markets continued 
strong with England a _ prominent 
buyer. Importers with Buenos Aires 
offices said that Britain was not ship- 
ping as many hides as she has bought 
due to scarcity of cargo ships, with 
the result that warehouse space was 
becoming limited. 

Visible stocks of cattle hides and cat- 
tle hide leather dropped to 6%-months’ 
supply, A. B. Tatistcheff, statistician 
for the Commodity Exchange, reported 
this week. The drop in supplies was 
accounted for by leather consumption 
during the first nine months of 1939 
outstripping domestic cattle slaughter 
and imports of hides. Thus hides were 
in a strong statistical position. Hide 
prices have not responded fully to this 
favorable position in 1938 and 1939 
because of hand-to-mouth buying by 
tanners. Tanners have been reluctant 
to accumulate large supplies since the 
large inventory losses suffered in the 
4tl. quarter of 1937. 


Baker New Crosby Square 
Representative in Indiana 


Ralph Baker has succeeded George 
Hewitt as Indiana representative for 


the House of Crosby Square. He also 
covers some of the western parts of 
Ohio. Mr. Baker has moved his family 
to Indianapolis where he headquarters, 
and has become a member of the In- 
diana Shoe Travelers’ Association. 


John Slater Elected 
Life Director of N.S.R.A. 


New YorkK.—At a meeting of the 
Board of Directors of the National Shoe 
Retailers Association, held here last 
week, the honor of life membership of 
the board was unanimously conferred 
on John Slater, of New York, who has 


JOHN SLATER 


been a director of the association and 
active in the councils of the official 
staff since 1912. 

In 1923 Mr. Slater was elected presi- 
dent of the National Shoe Retailers As- 
sociation, and during his term of office 
made a tour of the country, visiting 
the Pacific coast and the southwest and 
contacting shoe merchants and retail 
shoe associations in all sections of the 
country. 

Although busily engaged as head of 
a shoe firm conducting stores on Fifth 
Avenue and other fashion thorough- 


[TURN TO PAGE 52, PLEASE] 
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Shoe Travelers Make Merry at Annual Frolic 


New York—Maine to California was represented by 
the 540 local and out-of-town shoe men, in New York at 
the time of the Guild showing, who gathered Wednes- 
day , November 1, at the Mecca Temple Casino, 
here, for woas without doubt the biggest and best Fall 
Frolic ever staged by the Boot and Shoe Travelers Associa- 
tion of New York. 

Beefsteak was the order of the evening with plenty of 
steak, as well as the foamy brew, for the large assemblage 
of men mh pao watery practically a phase of the shoe 
trade who gathered to make 

A very entertaining program oy the dinner with 
outstanding artists from several of New York’s night spots 
being featured. Naturally there were several impromptu 


acts during the evening, outstanding in which was the 
gentlemen from California who rendered the theme song 
of the “30 Every Thursday” group, “Ham ’n’ Eggs.” 
These Fall Frolics of the Association were started a 
couple of years ago with the idea in mind of providing a 
night for shoe men to gather and enjoy themselves during 
the time of the Guild showings in the Fall. This affair saw 
the largest attendance of men from all parts of the coun- 
try since the first party of the association was staged. One 
remark that was heard from several sources during the 
evening sums up pretty accurately the favor in which 
these gatherings are held: “A shoe man can’t afford to stay 
away from these things any more, for everybody’s here.” 





Kistler Tannery Being 
Enlarged 


Boston, Mass.—Alterations and ad- 
ditions being made by the Kistler 
Leather Company to their Elkins tan- 
nery will give that plant a production 
of 6,000 heavy hides weekly. The 
changes have in view greater economy 
of operation as well as increased output 
to meet the demand for the popular 
“Bench Brand” and “K.L.” trade- 
marked sole leathers. 


Reservations Heavy 
For Michigan Show 


Derroir, Micn.—Advance reserva- 
tions for the Michigan Shoe Fair to be 
held in Detroit in January were the 
highest on November first that they 
have ever been, according to reports by 
officials of the Detroit Retail Shoe Deal- 
ers’ Association. Locally, enthusiasm 
is high, and all indications are this will 
be one of the most outstanding Fairs 
of the Michigan shoe industry. An- 
nouncement of committees has not yet 
been made. 


To Hold Spring Opening 
In New York 


New York—The Shoe Manufac- 
turers Spring Opening, which this year 
will be held in the Hotels New Yorker 
and Pennsylvania on December 3, 4, 
5 and 6, will have the largest number 
of exhibitors ever to display at these 
December volume shows in New York. 
Over 600 shoe and allied lines have 
already made application, the manage- 
ment states, and it is expected that 
thousands of shoe buyers from nearly 
every state in the Union will be on 
hand the opening day. 

Eugene A. Richardson, 206 Essex 
Street, Boston, again directs the show. 


W. B. Coon Salesmen Meet 


RocHester, N. Y.—With salesmen 
present from all parts of the United 
States, the W. B. Coon Company held 
its semi-annual sales convention, with 
a complete review of styles for Spring, 
at Hotel Rochester, here, beginning 
Wednesday, November 8, and continu- 
ing the remainder of the week. 

The showing of their new line of 


light weight dress welts drew much 
interest. 

Nathan Hack of Detroit, prominent 
retailer, spoke Thursday afternoon on 
“A Retailer’s Experience with Tri- 
Balance Foundation,” a feature of Wil- 
bur Coon Free Tread shoes. 


Chicago Wholesale 
Business Gains 


Cuicaco, Itu.—Business in the Chi- 
cago wholesale district increased dur- 
ing October from 15 to 25 per cent 
ahead of last year according to the 
monthly survey of the Chicago Whole- 
sale Market council. Forward business 
in shoes, winter merchandise, hosiery, 
lingerie, and holiday goods also in- 
creased. 

“One feature of this condition of 
business in the district is that it does 
not directly reflect an acceleration of 
business as a result of the war,” ::id 
Irving Parsons, managing direc‘or. 
“These increases seem to come f:om 
trade seeking to replenish subnor al 
inventories, with a healthy demand for 
American-made goods.” 








AMSTERDAM | 
LAST . ctandet* 


ablishine wa re! O LF 


a FOOTWEAR 


Consider Your Golf Market 


Millions play the game and shoes with 
correct fitting qualities are important. 
Golf shoes made on the Amsterdam have 
been thoroughly tested — the ROCKER 
BOTTOM conforms to the natural motion 








of the foot and spells comfort in action. 


Golf shoes on the Amsterdam are 


smartly styled, too — don’t underestimate 


their quick sales appeal. 





UNITED LAST COMPANY 


56 Cherry Street BROCKTON BRANCH Brockton, Mass. 
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John Slater Elected 
Life Director of N.S.R.A. 


[CONTINUED FROM PAGE 49] 


fares, Mr. Slater throughout his life- 
time has always found time to take an 
active part in movements of broad 
trade interest, and to concern himsel7 
with problems affecting the smaller and 
less prosperous retailers. Because of 
this interest, as well as on account of 
his personal charm and ability to win 
friends, he is held in the highest esteem 
and affection by shoe men everywhere. 
This latest honor is the culmination of 
many testimonials which have come to 
him from associations and trade groups. 
For years he has held the honorary 
office of chairman of the board of the 
New York State Shoe Retailers Asso- 
ciation, which organization he helped to 
form twenty years ago. 

The motion to honor Mr. Slater with 
life membership on the Board of Direc- 
tors of N.S.R.A. was made by Louis F. 
Tuffly, of Houston, Texas, another past 
president of the association, and 
adopted by acclamation. Mr. Tuffly 
paid appropriate tribute to Mr. Slater 
in offering his motion, and the former 
president and life director responded in 
a short address expressing his deep ap- 
preciation of the honor. 


Rohn Salesmen Meet 


MILWAUKEE, Wis.—The Rohn Nv- 
Matic Shoe Company held their sea- 
sonal sales meeting recently, at the 
Schroeder Hotel, Milwaukee, with sales- 
men from all parts of the country in 
attendance. 

Following the presentation of the 
new line, the national advertising pro- 
gram was discussed and each salesman 
was presented with a sales portfolio. 
Following the sales meeting a banquet 
was held for the visiting sales force. 

The following are the salesmen who 
attended: J. J. Blaisdell, California; 
A. H. Britt, Alabama and Mississippi; 
D. E. Coates, West Va., Virginia and 
North Carolina; A. A. Cohen, Chicago; 
W. N. Comer, Wisconsin, Minnesota 
and Iowa; James Duval, Arkansas, Ok- 
lahoma and eastern Nebraska; J. Goe- 
bel, special Chicago representative; 
P. J. Moran, Ohio and western Penn- 
sylvania; H. R. Pomerance, New York 
City and State; J. J. Scanlon, eastern 
Pennsylvania, Delaware, New Jersey 
and Maryland; H. Teeter, Michigan, 
- H. W. Winsberg, Texas and Louis- 
ana. 


Feitelson Bros. Lease 
Miller Department 


SaLem, Ore. — Feitelson Bros., this 
city, has recently leased the shoe de- 
partment. in the Miller department 
store and has appointed A. Howell as 
department manager. 
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New Shoe Firm 


St. Louis, Mo—Gardner Smith, 
president of the Sensible Footwear 
Company, this city, announces the 
formation of a new corporation to be 
known at Foot-Sadls, Inc., which will 
succeed the former firm. The new 
corporation will manufacture a line of 
men’s and women’s casual type sandals, 
constructed under new methods which 
make for style, comfort and serviceabil- 
ity. 

J. B. Berland, vice-president of the 
new firm, has just recently returned 
from a trip around the world during 
which he picked up many novel ideas 
which will be incorporated into the new 
line to be made by the company. 


Covers Chicago Territory 


Cuicaco, ILut.—Gus Piff has recently 
taken over the Chicago and part of the 


Illinois territory for the Slatler Shoe 
Co., work shoe division of the General 
Shoe Corp. Mr. Piff, a member of the 
Chicago Shoe Travelers Association, 
was formerly with the House of Crosby 
Square. 


Sabel Opens New Store 


BOONVILLE, INp.—The Sabel Economy 
Store, on the south side of the square, 
operated for the past year by Hyman 
Sabel and his son, Mandel Sabel, has 
closed out its stock of shoes and no- 
tions. Mr. Sabel opened a new retail 
shoe and hosiery store in the Bateman 
Building on North Third Street re- 
cently. Mandel Sabel will be in charge 
of the store. He is an experienced sho 
man, having been associated with sev 
eral stores in Evansville, Ind., during 
the past few years. His father in th« 
past has operated shoe stores in Evans 
ville, Huntingburg and Tell City, Ind 





New Fifth Avenue 


Men’s Department 


The new Stetson men’s shoe department at Worth & Worth. This photo shows 
the front corner of the department overlooking the street floor. 


New YorkK.—Worth & Worth, men’s 
store, here, recently opened a new men’s 
shoe department, featuring the Stetson 
line, on the mezzanine floor of their 
Fifth Avenue store. Decorated in a 
typically masculine manner, the depart- 
ment is finished in stained knotty pine. 
Fitting chairs are of walnut with red 
leather cushions. Stock shelves are set 
wall-flush and line the wall facing the 
elevator and stair entrance. The front 
of the department looks over the street 
floor of the store and is separated by 
means of a grilled iron railing. Front- 
ing the rail is a large library table on 
which several styles are openly dis- 
played and in front of this is a leather, 
two-seat club lounge. 

Separating this department from the 
sportswear department directly across 


the room are two large glass-topped 
display cases in which single pairs of 
shoes are displayed with sweaters, 
jackets, hose, etc. Besides this, shoes 
are displayed in other departments of 
the store, coordinated with other items 
of men’s apparel. 

A sign, not yet installed, will call 
attention to the new shoe department 
at the stair and elevator entrances on 
the street floor. 

Managing the department is C. S. 
Bloom, who has had 20 years’ experi- 
ence in the retail shoe trade. Mr. 
Bloom, before coming to the Worth & 
Worth store, was manager of the Flor- 
sheim store at Borough Hall, Brooklyn, 
and previous to that was manager of 
the Florsheim store at 34th Street and 
Broadway, New York. 
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Fix the mark in your mind. It proclaims the truth of 

| the appealing story of Kistler BENCH BRAND Sole 

| Leather, a few chapters of which are listed at the left. 

| It says—“This sole leather will help you create shoe 
values which aid foot action, that offer vital protection to 
foot health, that assure your customer the utmost mileage 
per dollar of the shoe’s cost, that will retain their good ap- 
pearance and above all, will reward you with the most 
profitable long-run business.” 

The trend is for Kistler BENCH BRAND Sole Leather. 

Certainly, it will be to your advantage to be in step with 
others selling men’s shoes bottomed with this famous stock. 
When placing your next order for men’s shoes, any kind, 
street, dress, sport or heavy-duty, suggest the use of Kistler 
BENCH BRAND Sole Leather. 
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WESTERN DEPARTMENT IN CHARGE OF BERTRAM URBAN. 1012 NORTH THIRD STREET, MILWAUKEE, WISCONSIN 
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Novel Fall Window Draws Interest 


Fort Smith, Ark.—The novel and attractive Fall show window drew a great deal 
of interest and many pleasing comments to the Hunt Shoe Department, Inc., 802 


Garrison Ave., this city. 


The shoes were displayed on strips and sections of logs 


with the bark left on. Fall foliage lent color to the display and was used as the 

motif for the background panel. The idea was conceived by Ware McMurtry, 

display man of the Hunt Dry Goods Co., of which the Hunt Shoe Department, 
Inc., is a leased department. 





Schwartz & Benjamin 
Give Style Luncheon 


New York—Preceding the opening 
of the Spring showings of the Shoe 
Fashion Guild, Schwartz & Benjamin 
were hosts at a large luncheon at 
Sherry’s to the shoe trade and the 
fashion press. Following the lunch, 
there were brief talks by authorities ir. 
the fashion field. In introducing the 
speakers, Ben Schwartz emphasized the 
fact that the trade must take into con- 
sideration the customer’s buying power 
in fixing the prices for Spring. The 
great majority of Schwartz & Benja- 
min shoes for Spring will sell for 
$12.75, he said. 

Esther Lyman, of Harper’s Bazaar, 
listed fashions which are slated to be 
good this Spring, including spat type 
pumps, “Tip-Toe” shoes, trimmed 
pumps, patent leather, reptiles, shoes 
to brighten up black, brown as a fash- 
ion color and red. She urged manufac- 
turers and dealers not to drop a fashion 
too soon, but to follow up last year’s 
successes. “Women are not so fickle as 
they are reputed to be,” she said. 

Following Miss Lyman, Maurice 
Rentner, head of the Fashion Origina- 
tors Guild of America, spoke on the 
American woman’s philosophy of dress 
and her use of accessories. “Clothes 
should be a frame for a woman,” said 
Mr. Rentner. “The American woman 


will not sacrifice herself, just to be 


stylish. She chooses simple clothes but 
more and more elaborate accessories.” 

In Mr. Rentner’s opinion, shoes and 
accessories should not match costume 
but should accent it. 


Daniels Named Chairman 
Of 1940 Texas Show 


Fort WortTH, TEXAS—Committees for 
the arrangements for the convention of 
the Texas-Oklahoma Shoe Retailers 
Association, which will be held at the 
Texas Hotel in Fort Worth, Texas, 


M. A. DANIELS 


January 8-10, 1940, were named re- 
cently at a meeting of Fort Worth shoe 
men at the Texas Hotel. Gus Daniels, 
is general chairman of the convention. 
W. A. Harris, and Tom W. Crawford, 
are in charge of the program; H. E. 
Knoebel, Troy Duncan, G. V. Nickless, 


and Bill Womack are the hotel com- 
mittee; Dave Tandy again will handle 
the publicity for the convention and 
shoe show; Alex Hesselson, Buster 
Lary, Bob Crawford, and Marlowe C. 
Fisher, are the entertainment commit- 
tee; Dr. F. A. McKee, Sam Justin, John 
L. Ashe, and Herbert Joseph, were 
named to the registration committee. 

The local shoemen in charge of ar- 
rangements anticipate the usual large 
number of display lines for the com- 
ing convention, and one of the largest 
regional shoe conventions in this coun- 
try. 


Joseph Kalisky Given 
Life Membership 


Cuicaco, ILt.—Joseph Kalisky, vet- 
eran shoe traveler, was honored with a 
life membership in the Chicago Shoe 
Travelers’ Association by a vote taken 
at a recent meeting. Mr. Kalisky is a 
past president of the Chicago associa- 
tion and also of the National associa- 
tion and divides his residence between 
Chicago and Los Angeles. 


Novel Announcement 
Of Spring Line 

St. Louis, Mo.—Dramatizing the an- 
nouncement of its new spring line of 
leisure shoes, the Winthrop Shoe Com- 
pany of St. Louis recently sent their 
customers and prospects a little bottle 
containing a ‘chemical mixture for 
growing plants without soil. The label 
on the bottle carried the caption, “Plan 
and Plant.” The directions read, “Plan 
now to have strawberries for your 
Christmas dinner. The amazing chemi- 
cal in this bottle grows seeds without 
soil—and plan now on reaping new and 
greater profits for spring 1940 by cul- 
tivating the ever increasing demand 
for Winthrop Leisure Shoes,” etc. 


J. M. Herman Awarded 
CCC Shoe Contract 


Boston, Mass.—The Joseph M. Her- 
man Shoe Company of this city has 
been awarded the contract to manufac- 
ture 11,601 pairs of leather boots for 
use by the Civilian Conservation Corps. 
These are boots of the logger type, 
made by the welt process, but without 
calks such as are usually found on this 
type. The price per pair is to be $5.07. 
Bids for the contract ranged as high as 
$5.75 per pair. 


September Sales 
For Shoe Stores 


Due to an error, the heading over 
the table of Sales of Independent Shoe 
Stores published on page 32 of the 
November 4 issue stated that these 
were figures for the month of August. 
The latest figures shown in the tale 
were for the month of September. 
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Exclusive CONFORMAL Footwear Shop 
Moves to Larger Quarters i in —- i 


I. MARCH, 1938 the Shoe-Fitters, 
Inc., opened a small fitting salon on the eighth 
floor of a Loop office building, to handle 
CONFORMAL Shoes exclusively. 


Mr. E. L. Ascher, secretary-treasurer, reports: 
“Our business opened up nicely due to the 
ready acceptance of the CONFORMAL Shoe, 
and with word-of-mouth advertising by our 
clients our business grew steadily. We needed 
additional space to take care of our rapidly 
increasing traffic, both new customers and a 
very high percentage of repeat business. 


“We believe our rapid growth is due largely 
to the need for a feature shoe giving real foot 
comfort, and after selling various types of shoes 
for years we feel the CONFORMAL Shoe 
has unlimited sales possibilities due to its 
exclusive individualized fitting feature. It has 
the greatest consumer acceptance of any 
feature shoe I have ever sold. CONFORMALS 
retail in our shop at $10.50.” 
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Amazing PLASTIC INSOLE 
Actually MOULDED to Each Foot 
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INTERIOR OF SHOE-FITTERS, Inc. BEAUTIFUL NEW 
SHOP AT 65 EAST MONROE ST., CHICAGO, ILL. 


One of the finest in downtown Chicago. All shelving is 
built in walnut to accommodate about 6,000 pairs of 
stock. There are 30 walnut chairs with white leather up- 
holstering in keeping with the other modern furnishings. 


east 


As we go to press Shoe-Fitters, 
Inc. have just opened a similar 
exclusive CONFORMAL Shop 


in downtown Milwaukee. 


For Information Write: CONFORMAL FOOTWEAR CO. Division International Shoe Co. $t. LOUIS 
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“LOUNGE ABOUTS”— the shoes with 
slipper comfort. 












r 101 
12... $1.45. Ne. I 
41101. Boys’ ... . 1/5%. $1.40. 
1102. Men's White . . 6/12. $1.45. 
1104. Men's Black . . 6/12. $1.45. 





1301. Men's Tan 
an ik, Corded 









in heel seat. 
6/12. $1.45. 





1302. Men’ 
Black Elk, 
Black Patent 
aod, Men's ‘arg Or Black Patent In 
s ‘ . 
step Strap... @/i2. 1.45. 
Terms: 2/10 N/S0 F.0.8. NH. Y. 


SERVICE BOOT & LEGGING CO., INC. 
120 East 16th Street, N. Y. C. 
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NURSES’ OXFORD 


NEW OSCO 
SUPER PLIABLE 
Process 
No. 6144 Black 
Glove Kid. 

No. 6145 White 
Glove Kid. 
AA-EE $1.55 


OWENS SHOE CO. 
28 Goodhue $St., 
Salem, Mass. 
















Business Brisk Despite 
Increases at Chicago Showing 


Cuicaco, ILL.—With the price situa- 
tion creating more interest than style, 
the Chicago Shoe Travelers staged 
their regular monthly shoe buyers show, 
October 30 and 31, with most satisfac- 
tory results. Although there were price 
increases in many lines ranging from 
twenty to thirty-five cents a pair, 
Norman N. Souther, president, reports 
that buying continued brisk through- 
out the show. Many of the buyers 
were from out of town and small opera- 
tors placed good sized orders. Branded 
lines sold particularly well and espe- 
cially in the comfort and sports type 
footwear. Men’s business at this show 
was also exceptionally good. 

Black gabardine and calf led the 
sales with very little activity in suedes. 
Blue was the second seller with very 
slight activity in other colors. Alliga- 
tors also continued active in spectator 
types and there were a number of or- 
ders for alligator trims. 


Shoes, of All Things 


MIAMI, F.La—Passing through 
Miami on his way home, M. G. Mendez, 
of Jamaica, a survivor of the Athenia 
disaster, learned that the yacht South- 
ern Cross, which rescued him, was here. 

Going aboard to renew acquaintances, 
he found a pair of shoes he had lost a 
month earlier during the rescue off the 
Irish coast. 
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NEW... 
Gaby Siapers 




















IDEAL FoR CHRISTMAS 
SELLING - - - 


If slippers for grownups sell best, 
at Christmas, why not slippers for 
babies? They will if you show 
these new Ideals, for their dainty, 
colorful beauty is bound to attract 
sales, especially when packed in 
the new transparent boxes. Shown 
is No. 1243, of Fine Felt in Pink, 
Blue, Red, Royal Blue and Tan, 
with Intermediate sole. 3 to 8, with 
chicken applique trim. Order early 
and amply. 


MRS. DAY'S 


IDEAL BABY SHOE CO. 
DANVERS, MASS. 







































“We might as well join the army.” 
Submitted by Joseph Posternak, 14 Pleasant Street, Portsmouth. N. H. 
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STAR BRAND brings you 
new Standards of Value... 


4 by new Star Brand Grouping of men’s lines 
in each price level brings to the shoe industry 
definitely higher standards of value for Spring, 
1940. Irrespective of advanced commodity prices 
Star Brand quality specifications have not been 
altered in the slightest degree. What’s more the 
increased costs of making these superior shoes 
have been averaged up, so that the dealer, as 
always, shares in the benefits of our inventories 
purchased at lower levels. Thus, in relation to 
the general market situation, the new Star Brand 
lines of men’s shoes offer an extra margin of 
quality with which dealers can work out a de- 
cidedly profitable merchandising picture for 
Spring. See the Star Brands first! 


ROBERTS, JOHNSON & RAND 


Branch International Shoe Co. 


ST. LOUIS ‘ MISSOURI 





Slippers 


TURN SLIPPERS IN-STOCK 
No. 173 TWO TONE 
BROWN—also BLUE— 
or BURGUNDY and 
BLACK. 
Full length sole 
—full leather 
lined. 
catalog. $2.10 
WILBUR K. FOSTER, Haverhill, Mass. 











Job Lots 





BIGGER PROFITS 
in high quality 
JOB LOTS 


All Leading Brands 
Nationally Advertised 
Women's Shoes 


Every pair fresh, fashionable, 
perfect 


BARIS SHOE CO.., Inc. 
Dept. R-13 79 Reade St. | New York 











Bowling Shoes 


PROFESSIONAL 
BOWLING SHOES 
Men's Men's Women's 


am 6 ts. 45, 
Combination 
Right Foot 
Rubber Sole 
Heel 
Fost 








International to 
Distribute Bonuses 


NasHua, N. H.—The International 
Shoe Company, which operates a plant 
here, announces it will distribute 
bonuses Nov. 27 to employes of all its 
plants. 

Under the bonus arrangement all 
employes earning less than $50 a week 
would be given an extra week’s pay. 
Seven hundred are employed in the lo- 
eal plant. 
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Obituaries 


Albert E. Nettleton 


Syracuse, N. Y.—Albert E. Nettle- 
ton, founder of the A. E. Nettleton 
Company, shoe manufacturers, died at 
his home here, Thursday, November 2, 
at the age of 89. He had not been ac- 
tive in the business since 1918. 

Born in Fulton, N. Y., Mr. Nettle- 
ton entered the family retail shoe busi- 
ness with two brothers following his 
graduation from Falley Seminary in 
1869. Three years later he bought out 
his brothers’ interests and took over ac- 
tive management of the business. In 
1875 he opened another store in Caze- 
novia and after operating it for six 
years, sold it to open a store in Lyons, 
operating this store until 1884. 

During his retail operations, Mr. 
Nettleton bought the shoe factory of 
". O. Pratt and James R. Barrett in 
Syracuse, in 1879. Four years later 
he formed a partnership with Wickliffe 
A. Hill under the firm name of A. 
Nettleton Co. In 1894, Mr. Nettleton 
bought out his associates’ holdings and 
became sole owner, incorporating the 
firm in 1897. 

Henrv W. Cook. of Whitman. Mass.. 
became suverintendent of the plant in 
1904 and by 1916 he had acauired a 
controlling interest. Mr. Nettleton 
gave up management of the company 
in 1918 to Mr. Cook but remained the 
nominal head of the firm until 1921. 

Besides his shoe work, Mr. Nettleton 
was interested in various other busi- 
nesses in which he held various offices. 

Surviving him is a daughter, Mrs. 
Oliver M. Edwards, of Syracuse, with 
whom he made his home. Funeral ser- 
vices were held from his home on Sat- 
urday, November 4. 


Mrs. Grace Adams 


PITTSFIELD, N. H.—Mrs. Grace Ad- 
ams, 63, wife of James E. Adams of 
the Adams Brothers Shoe Company, 
died recently at a Concord Hospital 
where she had been for the past six 
months. 

She attended Pinkerton Academy in 
Derry and was a member of the 
Daughters of the American Revolution 
in West Roxbury, Mass. 

Surviving her are her husband; two 
daughters, Dr. Mildred Adams of Wash- 
ington, D. C., and Mrs. Harry Gore, of 
Amherst; a son, James D. Adams, of 
Pittsfield, and four grandchildren. 





New Children’s Shoe 
Factory Organized 


GETTYSBURG, PA.—The Camp bell- 
Turner Shoe Company, a children’s 
shoe factory, will begin operations in 
the near future, it was announced 
November 1, by Russell A. Campbell, 
of Gettysburg, who will be treasurer 
and general manager. 
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RELETHA 


is a highly 
satisfactory 

substitute 
for leather 
sock linings! 


Reletha has a beautiful, leather- 
like appeorance .. . is very dura- 
ble . . . has a firm, leather pli- 
ability .. . does not wrinkle or 
crack ...is color matched to 
current upper leathers. This de- 
pendable material is being 
widely used to keep manufactur- 
ing costs in line . .. improve the 
looks and value of shoes. 


PROSPECT MILLS CORP. 
15 Chestnut St., Cambridge, Mass. 








The company leased three thousand 
square feet of floor space in a building 
owned by the Oyler Brothers, and be- 
gan moving machinery into the build- 
ing on November 3, bringing it from 
Terre Hill, Lancaster County, where a 
plant was recently purchased by the 
Campbell-Turner Company. 

As soon as the machinery is installed 
operations will begin at an initial ca- 
pacity of 600 pairs of children’s shoes 
per day. Twenty-five to thirty-five men 
and women will be employed at first. 


Series of Shoe Lectures Begun 


SHEBOYGAN, Wis.—The first in a 
series of six weekly meetings for shve 
sales people was inaugurated Nov. 1 in 
the school for vocational and adult 
education here. 

Dr. C. I. Groff, staff member of the 
Milwaukee Osteopathic Polyclinic, is 
conducting the lectures, subjects of 
which are “Anatomy of the Foot and 
Leg,” “The Physics and Mechanics of 
the Normal Foot,” “Pathology of the 
Foot as Pertaining to Shoe Fitting,” 
“Shoe Fitting for Various Foot Types,” 
“Sales Psychology” and “Shoe Typing 
or Classification.” 

All local and Sheboygan county shoe 
retailers have been invited to partici- 
pate in the series for which there is 10 
charge. 
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Boston Bureau Condemns 
Shoe Ads 


Boston, Mass.—After surveying the 
newspaper advertising of 34 retail shoe 
outlets in this city, most of which are 
said to be stores selling shoes exclu- 
sively, the Boston Better Business Bu- 
reau has issued’a report condemning 
the “recent trend in local shoe adver- 
tising toward superlative and exag- 
gerated statements and unbelievable 
comparative prices.” “Here is a situa- 
tion,” comments the Bureau, “which, 
if left to itself, will very soon cause a 
loss of public confidence in all shoe 
advertising.” 

Extreme examples cited by the Bu- 
reau include: 

Women’s shoes at $2.98, bearing “the 
name you find in shoes selling at $10, 
$12, and $15”; and “shoes selling at 
many times that price.” 

Similarly exaggerated statements 
were found in advertisements of shoes 
ranging from the $2.98 class to those 
selling at $7.50. One advertisement of 
shoes for $6.90 made the claim that 
“these shoes are worth $12 to $15.” 
Other exaggerations have to do with 
style, fit and the luxury of store ap- 
pointments. Commenting on the names 
used to describe shoe materials, the 
Bureau points out that a recent bulle- 
tin called attention “to the frequent 
use of the expression ‘alligator calf’ to 
describe calfskin grained or finished to 
look like alligator leather.” The Bu- 
reau feels that such names should, 
when used, be qualified by a brief de- 
scription showing what the leather is. 


Production at New High 


Rocxrorp, Micu.—The Wolverine 
Shoe & Tanning Corporation is produc- 
ing the highest number of welt shoes 
in its 36-year history, due to sales 
gains. 
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Shoe Production Drops 
In September 


WASHINGTON, D. C.—Shoe produc- 
tion for the month of September, this 
year, shows a decrease of 17.6 per cent 
from August, 1939, and 6.2 per cent 
from September, 1938, according to the 





PRODUCTION OF BOOTS, SHOES, AND 
SLIPPERS, OTHER THAN RUBBER 
































latest figures released by the Bureau 
of the Census, .Department of Com- 
merce. Total production for the first 
nine months of the year indicates an 
increase of 8.6 per cent or 25,377,966 
pairs, over the corresponding period 
last year. 

For the month, September, 1939, 
men’s dress shoes showed a decrease of 
1,239,165 pairs from the preceding 
month, August. In the nine month 
period, January to September, men’s 
dress shoes showed a gain of 4,782,761 
pairs. In the same periods, men’s work 
shoes decreased 266,504 pairs and in- 
creased 1,911,241 pairs; women’s shoes, 
4,787,164 pairs and 13,987,409 pairs; 
youths’ and boys’, 388,547 pairs and 


780,927 pairs; misses’ and children’s, 
620,652 pairs and 3,278,572 pairs, and 
infants’, 123,819 pairs and 2,129,885 
pairs. 


Southern Shoe Exposition 
At Birmingham in January 


BIRMINGHAM, ALA.—The Southern 
Shoe Exposition will be held again in 
Birmingham, and a committee of South- 
ern shoe buyers will shortly extend to 
manufacturers and wholesalers an in- 
vitation to display their lines at the 
Tutwiler Hotel, January 14, 15, 16, 
1940. 

Already many applications for dis- 
play space have been received by 
Eugene A. Richardson. of 206 Essex 
Street, Boston, Mass., who has directed 
this show for the past three years. 

A luncheon will be held for shoe buy- 
ers in December to complete plans to 
entertain a large number of Southern 
shoe buyers who are planning to attend. 

On the opening night of the show the 
Governor of Alabama and the Mayor of 
Birmingham, Alabama, will welcome 
the visitors. On January 16 a Shoe 
Mardi-Gras will be held in the Peacock 
Room of the Tutwiler, with an esti- 
mated attendance of over 1,000 South- 
ern shoe men. 


Opens Children’s 
Shoe Department 


LITTLE Rock, ARK.—The Gus Blass 
company has added a new department 
featuring only children’s footwear. 
Until recently children’s shoes were 
handled in the women’s shoe depart- 
ment. Increased demands, however, 
required the addition of a section where 
a larger variety of stocks and styles 
could be carried for youngsters. Jerry 
Bordenet is in charge of the depart- 
ment. 
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The patented Throat Opera 
IN-STOCK - ALL LEATHERS 


no slipping &- 
ao gaping eo 


Made on “™ idling” o 
special pump lasts. 
Widths AAAA-C. 
Sizes 1-10. 

Send for In Stock Folder. 


M. J. SAKS SHOE CORP. 


$2.35 


152 Duane St. New York City 
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NO SPREAD, NO CURL, NO BULGE 
METAL FLEX for Safety Non-Slip 
LITHOX Soles, Heels, and Sheets 

for your popular priced shoes 


THE LITHOX corp. 
WAPAKONETA, OHIO, U.S.A. 











~~ 








—_ 


Work Shoes 


i elite eile ed 





™ 





STEEL TOE 
SAFETY SHOES 
and 
POPULAR PRICED 
WORK SHOES 


Carried in Stock 
GOODWILL SHOE 


COMPANY 
Hollleten, Massachusetts 
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In New Quarters 


LaPorte, IND.—The new quarters for 
Kinney’s Shoe Store at 704 Lincoln Way 
includes a modern new store front in 
red and cream, new display windows, an 
interior redecoration using cream walls 
and fixtures with a white ceiling, a new 
hardwood floor, many new fixtures, all 
moved fixtures modernized and re- 
painted, new modernistic lighting fix- 
tures, several new display cases, and a 
new cashier’s booth and wrapping desk. 
The room is 105 ft. x 21 ft. The store’s 
manager is M. L. Holt. 


Shoes for Every Generation 
[CONTINUED FROM PAGE 32] 


complished, he thinks, through setting 
up the new Twixteen Corner. Here the 
most temperamental young miss will 
find adequate service from salespersons 
who understand the whims and sensitiv- 
ity of the adolescent. The very fact that 
she sits apart from the younger girl 
is a tribute to her sense of importance. 

The modern girl is more difficult to 
please than the woman customer, but 
her demands add interest to the de- 
partment, Mr. Goldes says. Fashion in 
girls’ shoes is the feature of para- 
mount importance. Style trends in her 
sports shoes are influenced by men’s 
shoes on the college campus. Hence the 
popularity of the saddie oxford, the 
brogue and the monk. In dressy shoes, 
girls increasingly demand styles worn 
by women. This is illustrated by their 
interest in the opera pump, spectator 
styles, spat types and other highriding 
step-ins. 

Indicative of the progressive way in 
which this shoe department keeps up 
with style trends for “Twixteens,” as 
suggested earlier, is the resourceful 
fashion survey which it started to con- 
duct each month in the high schools of 
Brooklyn. Trained observers go to the 
schools to check on the foot apparel 
as classes pass from study hall to 
recitation room each period. These in- 
vestigators note synch points as rubber 
soles, types of heels, colors, leathers 
and styles—in short, all the popular 
features as well as the unusual ones. 
The results duly tabulated and analyzed 
enable the buyers to detect instances 
that may be determined as forerunners 
for the successive season. 

It was suggested at the outset that 
the head of each section cooperated to 
the maximum with the head of the de- 
partment. Doubtless each is chosen 
wisely. Therefore, he or she, is given 
full opportunity for initiative and judg- 
ment. The section head, for example, 
has charge of his sales help. He assists 
in training them, and he supervises fit- 
tings. He has charge of stock-layout. 
Responsibility for its appearance, also, 
rests on him, as he maintains the dis- 
play for his section. This policy of re- 
specting the section head has worked 
out admirably for the department; it 
has resulted in educating salespeople to 
carry responsibilities, thus preparing 
them for better jobs. 

Another cardinal point with the de- 
partment is to display merchandise so 
that the customer may see every piece. 
Otherwise, he or she may walk out with- 
out buying. For this reason, says Mr. 
Goldes we have the catalog displays. In 
the slipper section, for instance, we saw 
a large range of types. 

One of the most attractive arrange- 
ments of tiny slippers we have ever 
seen—near the catalog display—was 
the huge reproduction of the sheep- 
skin whistling slipper which the buyer 
had ordered made by the manufacturer, 
displaying this infantile bunny item— 
a veritable Old Mother Goose shoe. 
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531—Smoke Elk 
532—White Elk 
535—Black Elk 
530—Patent Leather 
There’s nothing so gratifying as 
hearing a customer say “Junior’s 
shoes are simply grand! Have you 
a pair for Sister, too?” ......It 
happens every day in some Elam 
merchant’s shoe store. No wonder! 
When shoes are made as carefully 
as Elam’s are, when special pre- 
cautions on the last assure perfect 
fit—Mothers are certain to buy 
their children’s shoes from you. 
It will be worth your while to look 
into the Elam line! 








Nearby were the four elevated baby 
chairs. One had only to see a baby 
sitting on such a throne to realize that 
it would sell baby shoes to every 
mother. 

Mr. Goldes knows the customers of 
Abraham & Straus, for he has been a 
shoe buyer for 13 years. For the past 
two years he has been ably assisted by 
R. Carlin. 


Parking Plan Helps 
Specialty Store Business 


PROVIDENCE, R. I.—Member stores of 
the Providence Retail Specialty Shops 
Association, which comprises several re- 
tail shoe stores, has announced a free 
parking plan for shoppers, as a means 
of increasing store traffic. 

In cooperation with a selected and 
conveniently-located open-air parking 
lot, customers of these stores may park 
one hour free for each dollar or more 
in purchases at these stores. Three 
purchases from three different stores 
allows the customer to park free until 
6:30 p.m., regardless of the time the 
automobile was parked in the day. 

Among the stores selling shoes are 
the two Sterling Shoe Stores, the Saltz- 
man Store, John the Shoe Man, and F!- 
liott’s Shoe Store. The plan, it is ex- 
pected, will materially help this group 
of specialty stores. 
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Notes from First Spring Showings 


And, of course, there is the sandal, 
prettier than ever in many materials 
and colors for Spring and resort wear. 
The multi-color fabric sandal should be 
very important for the resort season 
which is expected to be unusually color- 
ful. One style manufacturer is combin- 
ing the three primary colors of red 
(here in a much softened version), 
yellow and blue, in a very attractive, 
fresh looking treatment. 

Black and blue (tan being held for 
later) tell the story for early Spring. 
All the colors of the rainbow are in 
the resort picture, however. They are 
being used in all sorts of interesting 
ways and combinations. The patriotic 
colors—red, blue and white—usually as 
a trim for white. Lovely, soft colors— 
blue, green, yellow, coral. The blond 
or beige tones fit into this resort group, 
especially in alligator or alligator calf. 
Grey is not being seriously considered 
for either resort or Spring. White 
with color and color with white are 
both important for Southern wear. Nat- 
ural with tan is being shown again and 
will have some play. The efforts of 
the Textile Color Card Association and 
a special committee of retailers and 
tanners to bring some order out of the 
color chaos of other seasons seems to 
be bearing fruit and one hears the offi- 
cial T.C.C.A. colors frequently quoted. 

As to materials, there are plenty of 
fabrics being shown for Spring be- 
cause of the importance of elasticized 
treatments, but shoes of this type are 
usually more than half leather and 
other types are all leather. Three new 
fabrics are having wide acceptance— 
an ombréd fabric (light grey to black 
and light beige to dark brown are the 
most popular) and two new pleated 
fabrics. One of these lends itself espe- 
cially well to elasticizing. As to the 
choice in leathers—we have mentioned 
patent leather as very big. It is, of 
course, the classic leather for Spring. 
The variety of calfskin and kidskin 
shoes is unusually interesting. In the 
smooth or glazed kidskin, draping and 
shirring has been used in some very 
charming treatments. Alligator and 


[CONTINUED FROM PAGE 21] 


alligator calf register very strongly. 
Snakeskin trims seem , 

Some attractive trimming treatments 
that we have not already mentioned 
include braiding and a new shiny 
thread (a sort of cellophane). One 
high style manufacturer has used braid 
in a military design and called the 
shoe “Dress Parade.” The new thread 
is being effectively used on gabardine 
to give the dull surface of the fabric 
just the needed sparkle and life. Some 
buttons are seen in a few high style 
lines. 

Now that the wedge type heel has 
become an accepted style, we may ex- 
pect to see many new developments 
and treatments. And we have seen 
them! Astonishing things have been 
done with them and there is hardly a 
manufacturer that has not considered 
them important enough to include in 
his line. The newest kind—of which we 
have seen a few this Fall—have any- 
where from 17/8 to 22/8 heels. And 
this new surface has been used to 
carry a variety of trimming ideas, The 
most popular is the use of layers of 
contrasting colors. Some of them have 
been opened-up with large round or 
triangular holes. The low-heeled wedges 
continue important for walking and 
play shoes—of which there are, by the 
way, an ever-increasing variety both 
with and without wedge heels. Keg 
and pyramid heels should also be noted. 
Platform soles continue in some lines 
and look very smart, especially in re- 
sort shoes or opened-up patent leather 
sandals with contrasting color. “Glass” 
heels are also in the picture. 

First, last and all the time, the new 
shoes are important for their lasts. 
Walled lasts are evidently here to stay. 
They are best with a round broad toe, 
sometimes slightly turned up. The real 
Turkish toe, however, does not seem to 
be doing much. The walled last is 
found on all heel heights from 14/8 
and lower to 18/8 and higher, but it is 
best in the 16/8 to 18/8 group, which 
is the volume heel height range. 

The question of the open back has 
been cleverly solved by the use of 


decorative cutouts in the counter, fre- 
quently matching cutouts in the vamp, 
as in the pump illustrated. 

Another interesting trend is the way 
in which leading designs are being 
played across the board in all types— 
pumps, stepins, sandals and oxfords. 


Celebrates 20th Anniversary 


PROVIDENCE, R. I.—Employees of 
Morton’s Shoe Stores, Inc., recently en- 
joyed a dinner at Weber Duck Inn at 
Wrentham to celebrate the 20th anni- 
versary of the founding of the Morton 
chain of shoe stores. Highlight of the 
evening was the presentation by Hye 
Holland, manager of the Providence 
store, of a handsome silver bronze 
plaque with an inscribed silver center 
to the officials of the company, Morris 
Narva, president, Jacob Narva, trea- 
surer, and Morris Gilbert, secretary. 

In his presentation speech, Mr. Hol- 
land traced the history of the shoe 
chain from 1919 when the Narva broth- 
ers started the Self Service Shoe Store 
in New Bedford, Mass. The business 
was later joined by Mr. Gilbert; the 
number of stores gradually grew and 
at the present time the Morton chain 
consists of 10 retail stores located in 
this city, Pawtucket and Arctic, R. I.; 
Hartford, New Haven and Waterbury, 
Conn.; and New Bedford, Springfield, 
Lowell and Taunton, Mass. 

From one store in New Bedford, the 
chain has in these 20 years expanded 
to one completely servicing the three 
southern New England states. 


W. R. Briggs with 
Sterling Shoe Store 


PROVIDENCE, R. I.—William R. 
Briggs, formerly manager at Kay’s 
Newport, downtown store, is now asso- 
ciated with the Sterling Shoe Store, 
Westminster Street. Irving Rosenthal 
is manager at Kay’s on Westminster 
St. and Sol Berger is manager of Kay’s 
Wayland Square store. The Kay stores 
are operated by Bernie and Milton Kay. 








The Man at the Fitting Stool. 


should be one of your greatest assets. 


—Don’t Neglect 


His good will 
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Shoe Fair Forum 
[CONTINUED FROM PAGE 31] 


Co., Chicago, Ill., was appointed chair- 
man of the “Science of Proper Shoe 
Fitting Clinic,” meetings to be held on 
Wednesday and Thursday morning. 
These clinics are planned to attract 
those interested in problems of the 
foot. The subjects discussed relate to 
construction of shoes, lasts, fitting, and 
in a limited way anatomical functions 
of the foot. 

Announcement was made that Mich- 
ael Murphy, secretary and sales man- 
ager of Krupp & Tuffly, Inc., Houston, 
Texas, would again head the Sales 
Planning and Sales Promotion Clinic, 
assisted by Benjamin Rush, former 
Sales and Advertising Manager of R. 
H. Fyfe & Co., Detroit, and head of 
his own advertising service agency. 
Both Murphy and Rush have been 
identified with this clinic since its in- 
ception at the first National Shoe Fair 
in 1936. 

The Expense Control and Store Man- 
agement Clinic will be staffed by mem- 
bers of the faculty of the School of 
Commerce, Northwestern University, 
These business special- 


Evanston, III. 








ists have been associated with the Fair 
and this clinic for four years. Each 
year more and more merchants return 
to one of these authorities on manage- 
ment for further advice. 

A new store modernization clinic has 
been added for the benefit of mer- 
chants, who desire consultation services 
of experts on new store construction 
remodeling store fronts, store interior 
changes, windows, lighting, air-condi- 
tioning and other reconstruction prob- 
lems. A leading firm of architects will 
conduct the clinic. They have special- 
ized on shoe store designing and their 
services will be available without cost 
to shoe men. Names for the three noon 
luncheons have been selected. No an- 
nouncement will be made by the com- 
mittee until the complete program for 
the three-day noon luncheon sessions 
are completed. 

Harry G. Johansen, chairman of the 
1940 National Shoe Fair, expressed 
complete satisfaction with the report 
of the committee. 

“The Program Committee is to be 
commended for the splendid progress 
it has made since our last meeting, less 
than a month ago,” said Mr. Johansen. 
“It is quite apparent from the report 
that features of the 1940 Fair will not 





only be interesting, but they are 
planned on such practical bases that 
every merchant participating in the 
program will be a better merchant, 
learn more about profit and sharpen 
his merchandising ideas in planning 
his 1940 selling program.” 





Boll Takes Over 
Dickerson Store 


MILWAUKEE, WIs.—Boll’s Shoes, Inc., 
204 East Wisconsin Avenue, this city, 
has taken over the Dickerson Archlock 
Shoe Store at 76 East Madison Ave- 
nue, in Chicago. 

The store will be run under the same 
name and will be managed by Vincent 
Liesen, who has managed the store for 
the past five years. Mr. Liesen will 
also have an interest in the store which 
will continue to carry the Archlock line 
exclusively. 

No remodeling is necessary in the 
store as it has just recently been air- 
conditioned and was completely re- 
furnished a short time ago. 

The main office of Boll’s is in Mil- 
waukee from where the new Chicago 
store will be financially controlled. 
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Courtesy of JOHNSON, STEPHENS and 
SHINKLE SHOE COMPANY 


Makers o 


Blin 


Twelve of these high-speed, 


motor-driven machines attach 
the soles by means of a lock- 
stitch seam. 

Shoes made by this method 


have a well-earned reputa- 


tion for flexibility and com- (B/C SOLE STITCHING 


fort. They keep their shape 
and their popularity is found- MACHINE — MODEL C 


ed upon a background of 


sound shoemaking principles. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Classified» Mant hele 





SALESMEN WANTED 


POSITION WANTED 


LINE WANTED 








WANTED 

An experienced’ salesman with an acquain- 
tance in Ohio, Indi with ts pur- 
chasing $4 and $5 dress and sport welts. 
Give full information as to age, lines sold, 

and references. All applications 
and — held confidential. Address 
reply t 


°o 
BOOT AND SHOE RECORDER, 
eat Lecust Street, St. Louis, Me. 














SALESMEN wanted for: (1) Minnesota, 
North and South Dakota; (2) Illinois, ex- 
clusive of Chicago, and Southern Wisconsin; 

established manufacturer of Misses’, Growing 

irls’, Boys’ are and Welts to retail from 
$2.00 to $3.00. Il shoes carried in stock. 
Commissions paid weekly. Address $472, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





ALESMEN WANTED for North and South 

Carolina, Alabama, Texas and Oklahoma. 
In-Stock line of formal evening shoes, Sandal- 
ized and Dress Type Street Shoes. Retail at 
$3.00 to $4.00. Salesmen with established 
sade preterees. Strictly Commission. Can be 
carri with non-conflicting line. In replying 
give references and accounts sold. HANNAH- 
red SHOE COMPANY, HAVERHILL, 





SA! ESMEN for a line of Ladies’ Soft Soled 

Slippers; Commission and Salary; Write 
experience. Address $477, care Boot & Shoe 
al 239 West 39th Street, New York, 





FOR LEASE 


FoR LEASE—Women’s shoe department in 
' one of Pennsylvania’s finest women’s one 
cialty shops. Industrial section—population 60,- 
000 with city proper and suburbs. Liberal and 
attractive cooperative policy to responsible 
party. Address £471, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 


OR LEASE: In leading department store, 
women’s shoe department, handling medium 
and high grade merchandise. One hundred per 
cent location. Old established concern. Popu- 
lation 40,000. Address $478, care Boot & Shoe 
en. 239 West 39th Street, New York, 











HELP WANTED 


SHOE STORE MANAGER. Excellent op- 
portunity, with salary and share of profits, 
for a thoroughly experienced man with real 
ability and initiative, to manage Family Shoe 
Store in New England city of 25,000. Must 
be capable window trimmer and merchandiser. 
Must have best of references and background 
of succes:ful management of Family Shoe 
Stores. Write complete details. Will arrange 
for a personal interview. Address $475, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








THERE MUST BE A POSITION 
IN THE SHOE INDUSTRY FOR 
THIS MAN: 


Here is a man who until recently has 
been Sales Manager of one of the largest 
European Shoe Factories, with a daily out- 
put of 25,000 pairs, and controlling a sales 
force selling shoes to more than two thou- 
sand of the best accounts in Europe. This 
man also supervised retail stores; was out- 
standing as an efficiency expert; and 
knows merchandising, orthopedics and, in 
fact, everything about the materials that 
go into the manufacture and the merchan- 
dising of footwear. Forced to leave Europe 
under present conditions, he is now willing 
and eager to enter the shoe business in this 
country either at the fitting stool or as as- 
sistant to the head of the business. In fact, 
in any position where he can prove that 
his fine experience will be worth many 
thousands of dollars to his employer. 

This man has excellent references, speaks 
four languages, including English, and is 
available immediately. 
Address #473, Care 
BOOT & SHOE RECORDER 
239 West 30th Street 
New York, N. Y. 











BUYER-MANAGER available, high grade and 
popular priced shoes. oung, ambitious, 
capable. Many years’ experience. Law school 
graduate. Excellent references. Go anywhere, 
South preferred. Address Box $476, care 
Boot & Shoe Recorder, 209 So. State Street, 
Chicago. 





FOR SALE 


OR Sale: 800 flat wooden racks for 12 pair 

lots. Practically new. rite for money 
saving prices on all or part of this stock. 
Address 2470, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N, Y. 











Rondeau Co. Reopens 
Twin Factories 


FARMINGTON, N. H.—<According to 
an announcement Nov. 4, by Abraham 
Burtman, president of the H. O. Ron- 
deau Shoe Company, employment will 
shortly be offered to between 600 or 
more shoe operatives when the company 
reopens the twin factories on Central 
Street and the factory on North Main 
Street, closed for some time. Women’s 
novelty shoes will be made and the out- 


<* ENERAL LINE of Growing Girls’, Chii- 


uu dren’s and Boys’ for Eastern Pennsylvania 
or New York State. i 
ence on road. Address $469, care Boot & Shoe 
a a 239 West 39th Street, New York, 


Eighteen years’ ex : 





WANTED TO PURCHASE 


WANTED TO PURCHASE SHOE EX. 
RAY MACHINE. State year, mfr. Mar. 
shall’s, 30 West 6th St., Cincinnati, O. 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, WN. Y. 
Telephone WORTH 2-5180-5181 








Buyers of Surplus Stocks 
We will buy surplus or entire stocks of shoes 
jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Ine. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








WE BUY 
me a or Surplus Wholesale and Retail 
tocks. 
Walk-Over, 
ity, Arch Preserver, 
tonians, Stetson. Red 

IRVIN RUBIN 
“The House of Jobe’ 
89 Reade St., Cor. Church 

Phone Barclay 7-7887 New York City 

















put is expected to be 10,000 pairs daily. 

New machinery will shortly be in- 
stalled in the plants, stock is being re- 
ceived and samples are being made. It 
is expected that by the last of the 
month work will be underway in the 
factories. 


Star Store Damaged by Fire 


JACKSONVILLE, FLA.—The Star Shoe 
Store of Broad and Adams was slightly 
damaged by fire, recently. 





address should be counted. 





CLASSIFIED ADVERTISING RATES 
The rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
SF Advertisements for this page must be in our New York office on Friday of the week preceding publication “W® 


charge, $1.25. 
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MERCHANTS’ NEEDS 





IDEAL 
SHOE 


“THEY LOOK AS THOUGH THEY 
FLOAT ON AIR” 
That's what Goopte along Fifth Avenue are ty | 
about shoes eee «cn the 7, IDEAL 3 
DISPLAYER. smart shops al 
ay hy it's newer, ia othe 
jook better, look and 

WRITE FOR ATRIAL ORDER $12 per dozen 
Same price for either men's or $6.50 
women's shoes—specify type you 
want. per half dozen 


M. D. POLLINGER CO. stamford, Conn. 























Shoe Learners Hearing 
November 20 


WASHINGTON, D. C.—Applications 
for permission to employ learners in 
the shoe manufacturing and allied in- 
dustries at wage rates less than the 
minimum under the Fair Labor Stand- 
ards Act will be the subject of a hear- 
ing at 10:00 a.m., on Monday, Novem- 
ber 20, in Room 214, Hutchins Building, 
939 D Street, N. W., Washington, D. C., 
it was announced today by the Wage 
and Hour Division, U. S. Department 
of Labor. 

The statutory minimum wage for 
those engaged in interstate commerce 
or in work necessary to the production 
of goods for commerce is 30 cents an 
hour, and this now applies in the shoe 
industry. The industry committee for 
the shoe industry has decided to recom- 
mend a 365-cents-an-hour minimum in 
this field, but the formal recommenda- 
tion has not yet been received by the 
Administrator, who must either ap- 
prove or reject it after a separate hear- 
ing. “Shoe manufacturing and allied 
industries” is defined in the notice of 
the learner hearing (Federal Register, 
November 4, 1939) in the same terms 
as those used in setting up the industry 
committee. 

The hearing on November 20 is on 
the applications filed by the Florsheim 
Shoe Company, Shelby Shoe Company, 
G. R. Kinney Company, Inc., Medwod 
Footwear Company, Blum Shoe Manu- 
facturing Company, and other parties. 

Merle D. Vincent, Chief of the Hear- 
ings Branch of the Wage and Hour 
Division who has been designated to 
Preside, is to determine the need, if 
any, for learners in the industry and 

Wage, number, proportion, and 
length of learning period for which 
Special certificates should be issued, for 


whatever occupations, if any, are found 
to require a learning period. 

Those desiring to be heard must so 
advise Mr. Vincent prior to noon, Sat- 
urday, November 18, giving informa- 
tion regarding the company or organi- 
zation which they represent, the branch 
of the industry with which their testi- 
mony will deal and the approximate 
length of time which they will require 
for their testimony. 


I. Miller Holds 
Dealer Meetings 


New YorK—At a recent all-day ses- 
sion at the factory of I. Miller & Sons, 
Inc., over a hundred dealers handling 
the Miller line heard discussions of 
merchandising policies, including price, 
and the importance of style co-ordina- 
tion and saw a runway presentation of 
the new Spring models. At the morn- 
ing meeting, Irving Grossman, sales 
manager, presided. He told the deal- 
ers that there would be no increase in 
Miller retail prices, although there 
might be more shoes included in the 
$14.75 bracket. A full and representa- 
tive range of styles, however, would be 
found in the $12.75 group. 

Miss LaVerne Clark of the Frances 
Denney cosmetic house explained the 
value of style co-ordination to the 
dealer in the choice of right colors and 
fashions as well as the co-ordination of 
departments, including advertising, 
window displays, etc. 

In the afternoon showing of Spring 
styles, Mr. Grossman was again the 
able chairman, presenting the shoes 
with running comments which empha- 
sized their leading style points and 
selling possibilities. 

The usual Miller hospitality was ex- 
tended in the lunch, the afternoon re- 
freshments and the stag dinner which 
ended the day. 


Rising Emphasis on 
Smooth Leathers 


SEATTLE, WaASH.—Gabardines and 
smooth leathers sold better in October 
in Seattle shoe stores as between-sea- 
son items started to come into their 
own. However, black suede still ac- 
counted for half the sales. High-rid- 
ing styles predominated. 


Slipper Sales Pick Up 
For Christmas 


SEATTLE, WASH.—Pre-Christmas gift 
slipper sales have started in Seattle 
shoe stores. Chenilles, scuffs (angora 
and bunny) satin and velvet novelty 
numbers are popular, as are the con- 
ventional leather and wool-lined. 

R. A. Pickell, manager of McCutch- 
eon’s, 1420 Fifth Avenue, reported un- 
usually high slipper sales all during 
Fall. He attributed this to keeping 
one display window filled with slippers 
all the time. 
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MERCHANTS’ NEEDS 








SELL MORE 
SHOES 


Use *‘Artmor"’ 
Disployers 


quick way to see the stock—a sure way to sell it. 
Write For Sample 


$2.00 per dozen $21.00 per gross 


CHARLES HENRY BROWN & SON, INC. 
47 W. 34th St., New York City 











' : PROFESSIONAL BALLET SLIPPERS ! 
A Stock these splendid! 
<— slippers. They help make | 
two pair shoe sales.s 
Pair of ballets’ for the # 
child, a pair of dress, 
shoes for mother. 
Pink, black, white satin 


Ant 


pr. 
fom = oot gorge 
Write for complete catalogue. 
AMERICAN TOE SHOE CO. 
125 W. 45th St., N. ¥.C. 


"PT tTttritttttLelrly = 





The Complete Line of 
HOE 
ORNAMENTS 
AND SPATS 


in 
Buttons and Zippers 
Manolis Manufacturing Co. 
4248 No. Crawford Ave., 
Chicago, mM. 











Recovering from 
Serious Accident 


Detroit, Micu.—Friends of Robert 
Willoughby, of Plymouth, Mich., direc- 
tor of the Michigan Shoe Dealers As- 
sociation, were shocked to learn that he 
was thrown from a horse on his stock 
farm, and suffered a broken neck. He 
is reported to be recovering very nicely. 


Walshon Buys 


Fort Pierce Store 


Fr, Prerce, FtA.—B. Walshon, form- 
erly with Butler’s Shoe Store at West 
Palm Beach, announced that he had 
purchased the fixtures of the Fort 
Pierce Shoe Store, at 105 North Second 
Street, now engaged in closing out its 
business, and that he was leaving at 
once for New York to buy an entire 
new stock of goods and would reopen 
the store about the middle of Novem- 
ber. 

He will carry, he said, a complete 
line of quality shoes for men, women 
and children, together with ladies’ 
handbags, hosiery and other such goods. 
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Are Shoe Men More 
Conservative? 
[CONTINUED FROM PAGE 25] 


custom business with shoes from stock, 
it seems. 

“Many women bought a number of 
pairs of unusual shoes, then proceeded 
to have a costume built around these 
shoes. A boot sample developed for 
ankle length dinner suits attracted 
several customers who, after selecting 
them, went immediately to Irene (Bul- 
lock’s-Wilshire famed costume designer) 
and ordered outfits made as unusual as 
the shoes,” 

Two major shoe details proved to be 
the center of interest, pivotal points 
around which all shoe conversation 
centered, lasts and heels. 

Walled lasts in all heel heights were 
invariably selected. Reason, after going 
through seasons of open shoes, the con- 
ventional old types of lasts did not give 
the recently acquired foot freedom the 
wearers now demand in all their shoes. 
Walled lasts do give foot freedom, and 
they also give a short appearance to the 
foot, just as open shoes do. Therefore 
any last such as walled lasts, which do 
something to the foot is absolutely in 
demand. With so many women select- 
ing walled lasts, it is apparent that 
many lasts of other types are in the 
discard for the coming season. 


Customers Demand Comfort 


Inthis connection, we quote Mr. Dudman 
who observed: “Smartly dressed women 
definitely demand comfort in shoes. All 
want to wear just as small a shoe as 
possible, but they do insist that their 
feet feel free and comfortable. They 
will not stand for shoes which feel the 
least bit uncomfortable. Today regard- 
less of make or price the old conven- 
tional lasts are not given the slightest 
consideration by consumers. Women 
are demanding lasts with more depth 
at the toe, as well as being higher on 
the sides. This makes any last which 
is 18 months or over obsolete, unless it 
may be some of the good sandal lasts.” 

Heel interest was manifest mostly 
from the novelty angle. Women are 
evidently sick and tired of the old con- 
ventional heels. Then the “backward” 
or bustle treatment in hats, jewelry, 
dresses, stockings and even shoes, makes 
them conscious of the back part of 
their shoes. 

All the newer thoughts in heels have 
given women an opportunity to be more 
versatile in their footwear. “One can- 
not accept what has been done before 
as a basis on what to build future shoe 
interest,” Mr. Dudman declared. “This 
advanced consumer thinking has killed 
the old so-called “fashion cycle” theory 
of shoes and all fashions that certain 
alleged fashionists so love to dwell 
over. Some tanners, some shoe manu- 
facturers and designers are extending 
themselves in bringing out absolutely 
new acceptable shoe details. 
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THIS NEW 


AGAINST YOUR PRESENT 


7 BGS $500 GF ’ st sya! 


[] REPEAT SALES... Men want 


comfort and wear... come back when they 





[] RETAIL MARKET... already built 


by years of Douglas advertising. To thou- 


sands of men the Douglas name is known 
. stands for dependability and value. 
Douglas Shoes are easier to sell! 


C] TURNOVER ... Better turnover and 


lower inventories result from Douglas effi- 


get‘them! Douglas lasts, shoemaking, and 
materials are the best that years of experi- 
ence have been able to develop. They make 
satisfied customers! 


PROTECTION .... Exclusive fran- 


cient, dependable stock service. chise protection in every community! 


ia MARK-UP... bigger than ever be- MERCHANDISING PRO- 
fore. The most attractive prices in Douglas GRAM ... . Complete and backed by 
history . . . and full value to the consumer adequate advertising and dealer helps! 


for the retail price, too! 
4 RETAIL PRICES... Three grades, 


CL) STYLE SELECTION. .. over two all Douglas branded, that hit the consumer 
hundred numbers in the line. The most market right to the penny . . . $3.85... 
comprehensive style line-up we have ever $5.00 . . . $6.50. 
produced! 


CJ VALUE ... No retailer can live long 
without giving value. Douglas Shoes, made 
in our own Brockton factories, are compar- 
able to the finest available at the price! 


WF Shoe 


000 CHURCH STREET, NEW YORK BROCKTON, 
MOTEL LANKERSHIM, LOS ANGELES MASSACHUSETTS 














